

WCPS 


New York 


WBBM 


Chicago 


KNXT 


Los Angeles 


WDTV 


Pittsburgh 


WGR 


Buffalo 


WSB 


Atlanta 




100.000 



HE LAND OF MILK 

and ctfONEY 



PMAI 


Baltimore 


WJBK 


Detroit 


WMT 


Cedar Rapids 


WFMY 


Greensboro 


KPRC 


Houston 


' WLWD 


Dayton 


KFEL 


Denver 


KFIF 


Alaska 


WKAQ 


Puerto Rico 


WUSN 
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The Cow That 
Lives in the 



Parlor! 




She travels with the very best people; 
is seen in the best of channels 



WB AY-TV 



WEED -TV 

New York 



Haydn R. Evans, General Manager 

Onlv full time operation in 100 mile 

radius. Interconnected CBS, ABC, 

DuMont for 55 counties in the Land of 
M 

Milk andttbne\. 
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What executives 
want in radio-tv 
trade advertising 



now svonson 
fse rtslt -wfcM 
filpi b^s 







"? 

$ $ 

$ $ $ 
$ $ $ $ 
$ $ $ $ $ 

$$$$$$ 

$$$$$$$ 

$$$$$$$ 

$$$$$$$$ 
$$$$$$$$ 

$$$$$$$$$ 
$$$$$$$$$ 

$$$$$$$$$$ 

$$$$$$$$$$ 



Come 
fill your 
Christmas 
stocking 
with profits 
that will linger 
throughout the 
coming New Year via 



$ usage of the "First Sta- 
3>4>J>4>^4>4>4>4>4>.4>4>4>4> Hons of Virginia." Sales 
$$$$ $$$$$$$$$$$ $ Power based on creative pro- 

$fffl>ffjfffr(Qffffffffff <r ' £ 'gamming and public servic 
^ei&ers Havens & Martin, Inc 

$$$$$$$$$$$$$$$ $ s S e -$' re bet for Santa's stop 

Richmond and the rich surro 
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area throughout Virginia. A pr 
advertiser's year to you fro 




WMBG AM WCOD WTVR 

First Stations of Virginia 




ARF issues 
ratings report 



What buyer of 
research wants 



Situation comedy 
slow-down 



Wants standard 
'avails' forms 



Me-E. still 
shooting up 



Perrin-Paus in 
tv orbit 



ARF ratings report, just published after 2 years in preparation, isn't 
cure-all lor industry's rating problems (see SPONSOR 29 November 1954, 
page 31). Report is regarded as first in series of necessary steps. 
It recommends audience research standards for each rating method 
witnout evaluating how well each rating firm practices method or 
methods it uses. Planned for future: actual controlle d experiments, 
study of procedures followed by each rating service. 

-SR- 

Purpose of ARF report is two-fold: (1) to tell research firms what 
buyers of ratings want in way of standards; and (2) to state what each 
of rating methods can do when used to its fullest practical potential. 
Of first objective copyrighted ARF release states: "Thus, the services 
will have a guide for improvin g th eir own measurements." Of second 
objective ARF says: "... the industry will know what each method 
can do . . . This analysis . . . may help to indicate the areas in 
which further development would be most fruitful." 

-SR- 

Growth of situation comedy as tv show type may slow down now that 
3 of 10 new situation comedies on this fall have been dropped by 
their original sponsors. Casualties were: "That's My Boy," 
"Honestly, Celeste" on CBS TV and "It's a Great Life" on NBC TV. 
Flood of situation comedies has been inevitable result of "Lucy" suc- 
cess plus fact situation comedy lends itself to simplicity of produc- 
tion with main action on single set. 

-SR- 

Look for efforts during 1955 to get standardized availabilities form 
established to help timebuyers. Ruth Jones, Compton buyer, told RTES 
buying-selling seminar recently that multiplicity of forms can be 
maddening on big campaign. Frank E. Pellegrin of H-R Representatives 
feels radio-television committee of 4-A's should review forms now 
used by stations and reps and recommend standard form combining best 
features of all (see "5 big needs in spot radio," SPONSOR 4 October 
1954, page 29). 

-SR- 

In landing Lehn & Fink account McCann-Erickson continues rapid growth 
which has seen air media billings at agency shoot from $22.5 millions 
in 1953 to $46 m i llion in 1954. Lehn & Fink sponsors "New Ray Bolger 
Show" on ABC TV. Account includes Dorothy Gray cosmetics, Lysol, 
Amphyl . 

-SR- 

Agency seeking actively for air accounts is Perrin-Paus , Chicago, 
which has Sunbeam appliances plus list of industrials. Sunbeam spon- 
sorship of "Ethel and Albert" (recently dropped), Sunday Spectacu- 
lars. Martha Raye (all NBC TV) moved agency into network tv orbit, 
led to opening of New York office headed by Elliot Saunders, ex of 
Kenyon & Eckhardt . You can look for more clients and agencies who 
never used much air appearing in tv lists. Reasons: more network 
participation shows; preparation for color. 
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Ki:i'OI(T TO SPONSORS for 27 Deiomhor 1954 

Sidelight in Buick-Kudner decision to substitute Jackie Gleason for 
Berle-Cleason Milton Berle starting next fall is fact that ratings are almost 
on ratings par identical in November Nielsen: Berle, 48.4; Gleason, 47.2. But Glea- 
son is new, moving up, may be more merchandisable to dealers- Both 
Berle and Gleason will be on film next year with half-hour formats. 
Era of vaudeville-type live tv production, sparked by spontaneity but 
back-breaking to produce, may be drawing to end. 

-SR- 

QRC readies Quality Radio Group's Bill Ryan working to have presentation for 
presentation agencies ready latter part of January. QRG will be sold as 35-sta- 
tion national circulation package of which it now has 24. 

~SR- 

Small tv CBS TV Extended Market Plan is given good chance of increasing use of 
markets push smaller markets by advertisers. Group of smaller station managers 
attending meeting in New York mid-December endorsed plan. Said one 
manager to SPONSOR: "We're enthusiastic. Now we'll have the shows 
we need to build more circulation." Group of 20 stations invited to 
become affiliates under EMP would cost advertiser £5.22 per 1,000 
potential homes reached for half-hour show, figuring in 10% discount 
for buying all 20. NBC TV has been seeking to help its optional af- 
filiates in smaller markets by furnishing shows with commercials 
omitted and through sales unit working exclusively on sale of option- 
al stations. 

-SR- 

Do it yourself Do-it-yourself programs, already growing on local level, are due for 
trend on net tv impetus nationally. ABC TV moves into field next month with "Your Bet- 
ter Home Show," participation program to be aired in hour-long slot 
Saturday mornings. NBC TV is said to have its own "do it yourself 
show on the drawing board, planned for weekend airing. 

-SR- 

Tv: 7 out As 1955 season starts, this is size and shape of U.S. tv: Homes : over 
of 10 homes 32,262,000 according to NBC TV. S tations : 419 in 252 tv markets. 

Total of 582 post-freeze c.p.'s have been issued, of which 311 have 
gone on air. Average tv home can tune 20% more stations than it could 
2 years ago. Audiences : Average U.S. tv home, according to Nielsen, 
now spends 4 hours and 23 minutes daily watching tv — up 10 minutes from 
year ago. Tv ratings are generally lower, but audiences are larger 
due to steady growth of tv homes, now 70.7% of U.S. In November, 
average evening tv network show rating was 20.6 in NTI ; year earlier, 
23.1. Evening home audience average was reverse: 5,239,000 in '54 
vs. average in '53 of 4,850,000. 

-SR- 

Radio gain Radio continues as medium with biggest penetration of U.S. Homes : 
in tv homes Over 45,000,000 (98.3% of U.S.) according to NBC Radio. Stations : 

Over 2,700 radio outlets covering virtually every square foot of U.S. 
and all advertising markets. AudXen_ces_j_ Average U.S. radio home now 
dials radio for 2 hours and 28 minutes daily, according to NRI. This 
is almost exactly same as figure of year ago. Radio in tv homes made 
slight rise in past season vs. year before: one hour, 53 minutes vs. 
one hour, 45 minutes. 
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for your profit 




a wonderful combination! 



A rich market with 967,300 families who have 
an annual effective buying income of over five 
billion dollars. A super-powered station — the 
one station that reaches this vast territory, 
and exerts tremendous influence on the spend- 
ing habits of this buying audience. 

STEINMAN STATION 

Clair McCollough, Pres. 



CHANNEL 8-LAND 



York 


Harrisburg 


Reading 


Hanover 


Lebanon 


Carlisle 


Gettysburg 


Westminster 


Martinsburg 


Chambersburg 


Hagerstown 


Pottsville t 


Frederick 


Sunbury 


lewisburg 


Waynesboro 


Lewistown 


Shamokin 


Hazleton 


Lock Haven 


Bloomsburg 



Representatives : 

y 

MEEKER TV, INC. New York Los Angeles Chicago San Francisco 
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advertisers use 



ARTICLES 



\ ear-end report on radio «n»f tv 

Here are some highlights of the year just past, along with some trends to watch 
for 1955. Subjects covered include the network and spot picture, advertiser 
activity, research, unions 



ISettu Crocker and network radio 

General Mills' chief corporate "spokesman" to consumers is used by seven agen- 
cies on nine five-minute web radio shows a week. A successful program formula 
for Betty Crocker on lv has yet to be found 3-1 



W lii/ Itlock Drua likes radio and tv 

George Abrams, drug firm ad manager, says that both electronic media have 

their exclusive strong points 3& 
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DEPARTMENTS 



TIMEBUYERS 
AGENCY AD LIBS 
49TH & MADISON 
SPONSOR BACKSTAGE 
NEW & RENEW 
MR SPONSOR, W. H. Gurley 
NEW TV STATIONS 
TOP 20 TV FILM SHOWS 
P. S. 

TV RESULTS 

AGENCY PROFILE, T. McDermoM 

SPONSOR ASKS 

ROUND-UP 

NEWSMAKERS 

SPONSOR SPEAKS 



I liki' this tv commercial because . , . 

SPONSOR asked agency men to pick out the tv commercial they like best. 
Of the ones selected, 10 were chosen. They are shown along with the reasons 
for the choices 



What executives want in radio tv ails 

Second of two stories on improving effectiveness of radio-tv station trade ads 
discloses critical attitude about lack of imagination 



The nmlti-market film buy 

Advertisers buy spot tv films both to reinforce web shows and instead of net- 
work programs where flexibility is necessary. They are also used by regional 
clients. Here are some examples 



If oir tv paid off for drive-in lunndrif 

After using other media, Tucson drive-in laundry and dry-cleaning plant turned 
to television, got immediate results 



COMING 



Spot radio: cloak and duuaer medium 

There is less known about detailed spot radio expenditures than about expendi- 
tures in any other major med ium. SPONSOR presents the story of what is 
being done to bring the facts to light 



Now f»if/ is the audience to an air commercial? 

Story will explore available data relative to radio and tv audiences during the 
time a commercial is on the air 
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DON'T USE KTHS if you sell a 

"Limited Mwkat 



(Little Rock ONLY, for instance) 




OKU 




DO USE KTHS if you sell 

moM wad ofjltkamai 



I S S I ppi 



LOUISIANA 



Daytime, the Station KTHS primary (0.5MV/M) area 
has a population of 1.002.758. More than 18°;>, or over 
100,000, do not receive primary daytime service from any 
other radio station. 

KTHS interference-free daytime coverage extends to the 
D. 1MV/M contour, except in the southwest quadrant — 
has a population of 3,372,433. 



|f your product or distribution set-up calls for loss than a 
State-vide effort in Arkansas — if you don't care about any- 
thing except Little "Rock itself — KTHS is not for you. 

KTHS is the big Arkansas radio buy. Big power (50,000 
watts). Rig network (CBS). Big coverage (see map). 

"Technical" advantages of power are only part of the story. 
With an outstanding staff, topnotch facilities, programming 
know-how and merchandising gimmicks, KTHS easily cap- 
tures a large part of the Arkansas radio audience, a large 
part of the time. 

]t's as simple as that. If you want efficient, economical 
radio coverage of Arkansas, let The Branham Company give 
von all the KTHS facts. 



50,000 Watts . . . CBS Radio 

Represented by The Branham Co. 

Under Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B, G, Robertson, General Manager 



KTHS 

BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 




STATIONS 

are powerful 
enough and 
popular enough to 
register audiences 
in radio survey 
ratings of both 
Los Angeles 
and San Diego 

Of these top 
four, KBIG is 

• the only 
independent 

• the least 
expensive 

• the lowest cost 
per thousand 
families 




JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone : Hollywood 3-3205 

Not. Rep. Robert Meeker & Ajjoc. Inc 
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Joc» fviicip, Wesley Associates, is one media 
director who had to do his Christmas shopping 
early. Christmas is Shulton's big season for "Old 
Spice," "Early American" and the firm's other 
toiletries. "t\ot only is it our major season, but 
Shulton's Santa Claus is the lady shopper," Joe told 
sponsor. "X 'ear -'round, our advertising is keyed to 
men. Xot so at Christmas time. Our Christmas 
air campaign began on 29 November, and starting 
tlien, our copy for the men's and women's line alike 
tvas keyed to women. Our announcements are 
daytime rather than Class A. That meant, a 
change oj schedules in our regular 30 tv markets, 
buying a holiday push in 18 more tv markets." 
During the rest oj the year, Shulton was both 20- 
antl 60-second announcements. At Christmas, they 
use minutes only, to show the whole gijt line. 



I'rauh W. Iturud, v.p., Bo Bernstein & Co., 
Providence, H. I., feels that radio-tv reps could sell 
time more creatively. "We want to hear their 
merchandising ideas and we can use their 
knowledge oj local markets," Barad told spoxsor. 
"Sometimes, two reps have two virtually equal 
availabilities. Yet one rep can make his time look 
much better by showing the buyer how his station 
fits into the client's schedule, how merchandising 
can be used to enhance the value oj the air time.' 
Barad adds that buyers appreciate reps who come 
to interviews fully prepared with availabilities, 
rntes, ratings and merchandising ideas, "for 
quicker and more effective use of interview lime." 
Their knowledge can help the agency and client in 
determining the proportion of a given budget which 
should go into air media for maximum efficiency. 



I-Ulward F*m(t». mgr. of media time buying 
division, Ruthrauff & Ryan, says that the problem 
of multiple spotting came to a head in 1954, as 
more clients rushed into tv. "Evenings, a client 
pays premium prices, and he's lost between other 
commercials," Fonte told sponsor. "W e've started 
to fight this trend. After picking an availability, we 
get a confirmation from the station telling us 
whether we'll be triple spotted, and if that's likely, 
ue try to revise our schedule. In some multi-station 
markets, it might pay to take a time or station 
with a somewhat smaller rating, to get the impact 
of being alone during the station break. Oj course, 
other research factors enter into the choice." 
Fonte feels that a stricter \ARTR code would help 
clients a great deal, "lie d be sure to get his money's 
worth from his 10- or 20-second announcements." 
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Why 

STERLING 
uses 

WHAM 
year 

after year- 

With housewives, farmers, industrial ex- 
ecutives and government officials all im- 
portant customers for one or another of its 
diversified salt products, the International 
Salt Company, Inc., one of the world's 
leading salt producers, has found WHAM 
to be a good, low-cost-per-thousand me- 
dium for carrying its sales messages. 

WHAM has brought sales results in this 
important Western New York sales market 
which have helped build and support high 




distribution of Sterling Salt products. 
Down-to-earth sales results all along its 
product line have made International Salt 
stay with WHAM year after year. 

Also, International has made WHAM 
radio campaigns serve a double purpose, a 
basic medium around which to merchan- 
dise Sterling Salt — with mailing pieces, 
displays and premium offers to retailers. 

Present and future Sterling Salt custom- 
ers in all quarters listen, to WHAM. 



LET 



WHAM 



RADIO SELL FOR YOU 




SH OMBERG CARLSON Station, Rochester, N. Y. Basic NBC « 50,000 watts * clear channel * 

GEORGE P. HOLLINGBERY COMPANY. National Representative. 
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Money makes the maiiJ'—Aristodeinus, 750 I 

When it is a question of money, e\erybody 
of the same religion."— Voltaire, circa 1746 A.. 

Wfoney isn't lite best thing in the world. I yd 
happen to like it best."— Frederick t. Gynier, 
copyright 1954 A.l). 

Let's face it: mankind has always 
been interested in making money. In 
this country, the Indians made the fir 
money, out of shells (and it didn*t 
go very far then either. Took 6 feet of 
wampum to make a dollar). Today, 
astute advertisers make their wampun 
out of spot radio . . . because they 



"Wan 



»'■* 
& ■ 

* 

fgsi 




find spot radio goes so much further. 
Particularly in our 14 station-markets. 
Here, newspaper rates since 1946 have 
gone up 45.4 r c, on the average, despite 
sadly sagging circulation. And you 
know what's been happening to television 
rates! A buck doesn't go very far. 

On the other hand, in these 14 markets, 
average rates of the radio stations we 
represent have not increased . . . yet radio 
homes have increased 32.8^ since 
1946! Thus, with these stations you get 
frequency, repetition and cumulative 
impact (not to mention flexibility and 



localized appeal) at a realistically low 
cost. For example . . . 

WCBS, New York, delivers 3,505 listener 
impressions per dollar to the leading newspaper's 
286 noters— a 1,126% advantage for radio 

WBBM, Chicago, delivers 5,135 listener 
impressions per dollar to the leading newspaper's 
225 noters a 2,182% advantage for radio. 

KNX, Los Angeles, delivers 3,526 listener 
impressions per dollar to the leading newspaper's 
155 noters-a 2,175% advantage for radio 

Fact is, every one of the 14 stations we 
represent not only commands the largest 
average share of the radio audience 
in its market, day and night, but also 



can deliver bigger audiences than the 
leading newspaper, at lower cost. 

For further information, for complete 
documentation of all of the above 
statements, and for availabilities on 
our 1 4 stations, just call . . . 

CBS RADIO SPOT SALES 

represents: wcbs, Nrw york-wbbm, Chicago 
knx, los angeles wcco. m inneapol1s-st, paul 
w«u, phii.adel.phia-w iop, washington 
wbt, charlotte— kmox, st. louis-wee], bos i on 
ksl, salt, lake city-kcbs, san Francisco 
wrva, richmond wmbr, jackson villt -roin , 
portland— t ht columbia pacific radio 
network and the bonneville radio network 



vampum?" 
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Getting 
Attention 
Where it 
Counts! 



Popularity is determined by haw 
many listen. In San Diego, more people 
listen to KSDO than any other 
station, according to HOOPER. 

Whatever it is, yau can sell it faster, 

for fewer dallars-per-sale on 
San Diego's FIRST station . . . KSDO. 
May we show you why KSDO 
gets more attention thon 
any other stotion? 



KSDO 

1130 KC S000 WAITS 

Representatives 
John E. Pearson Co. — New York 
ChicJRO — Dallas — Minneapolis 

Hugh Feltis Asso— Seattle 
Daren McCavrcn — San Francisco 

Walt Lake — Los Ancelcs 




By Bob Foreman 

Anyone with a week's experience in the art and mechanics 
of broadcast advertising must he fully aware of the Dollar 
Diplomacy which rules the business. As a corollary only the 
neophyte would allow gray matter to take precedence over 
green matter in his approach to the two media. 

A few cases in point. First, the ready acceptance of alter- 
nate-week programing and split sponsorship. What wa« in- 
troduced as an economic expedient is today often sold as 
w r isdom over and heyond a way to put a two-way stretch on a 
one-way budget. We have completely forgotten the fact that 
for decades radio huilt businesses and introduced hundreds 
of new products to American households by mean? of sole 
ownership of various programs and personalities. 

In olden times our advertising managers guarded with 
Cerberus-like sleeplessness the simple and uncluttered asso- 
ciation of radio-vehicle and advertising message. This was 
when theme-songs came into being. So did gag lead-ins like 
Jack Benny's "Jell-0 again"; and clever commercial tie-ups 
like Fibber's title of Waxy for Harlow Wilcox, the then 
spokesman for Johnson's Wax. From this burning desire for 
rapport w r as also born the integrated commercial and the re- 
iterated pay-off ("Right with EveHharp!"*) . 

But tv introduced us to the high cost of living by one's 
self, thus forcing many advertisers to become tenants rather 
than owners. One advertiser can afford only half a show — 
so he makes that fractional purchase. Another, though com 
si'derably wealthier, follows this pattern purchasing halves 
of two shows rather than the old fashioned 100% ownership 
of one while the Slide Rule Boys justify the move with talk 
about turnover and circulation and access to new audiences. 
And so it goes, liver pills climbing into 'lied with appliances, 
car and cigarette vendors jointly living in a state of eco- 
nomical sin. 

Is there a single graph or pie chart in the house of any 
other numerical criterion to demonstrate what los>es may be 
sustained when an advertiser surrenders part of a property 
and is thus forced to split identity with another? 

It doesn't stop here, either — this swap "n shop economy. 
Take the "Magazine Concept"* of broadcast advertising — 
which television has the temerity to toss at us as if it were 
something new to broadcasting. Only one who has never 
turned on a disk jockey show in radio (breathes there a man 
with soul so dead?) would be susceptible to that argument. 
(Please turn to page 58) 
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WKRC-TV 



programming 




CBS programming dominates 
the Cincinnati area day and night 
over WKRC-TV. 

Radio Cincinnati, Owners and Operators of 

WKRC-Radio, Cincinnati, Ohio 
WKRC-TV, Cincinnati, Ohio 
WTVN-Television, Columbus, Ohio 
WTVN-Radio, Columbus, Ohio 




WKRC-TV channel 12 C I N C I N N AT 1 , 0 H I 0 



Ken Church 
National Sales Manager 

CBS TELEVISION NETWORK — REPRESENTED BY THE KATZ AGENCY 
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MAOISM 



sponsor invites letters to the editor. 
Address 40 E. 49 St., Xew York 17. 



and building super-shows of greater 
audience appeal that it is a relief to 
read \our well laid out, sensible arti- 
cles. 

Earl ${. Pekrin 
President 
Perrin-Paus Co, 
Chicago 



ABBREVIATION 

Recalling your efforts to standardize 
the abbreviation for "television" — I 
think you'll be interested in knowing 
that the "GPO Style Manual" . . the 
official U.S. Government handbook for 
federal printing . . . has adopted TV 
(all caps) as standard. 

Incidentally — the CPO Style Man- 
ual is a useful handbook for copywrit- 
ers and secretaries. It settles questions 
confused in different dictionaries — 
such as preferred and contemporary 
usage of capitalization, spelling, com- 
pound words, punctuation, abbrevia- 
tions, titles, salutations, signatures — - 
plus the most commonly used words 
and grammar in eighteen different 
languages. 

Authoritative? Even publi>hed pro- 
ceedings of the Supreme Court are gov- 
erned by the GPO Style Manual! 

TV . . . Tv . . . tv! In Washington 
—it's TV! 

Guv Cunningham 

Promotion Publicity Director for 

Motion Pictures & Television 
MPTl ', New York 

• SPONSOR joint-*! others in a common trade- 
paper style for tele\ is ton so a* to prevent confu- 
sion. SPONSOR style: tv. 



SPECTACULARS 

Kindly accept these belated words of 
appreciation for the excellent stories 
on "The Spectaculars ' you have been 
running in recent issues of your good 
publication. 

1 particularly ba\e in mind the story 
by Herman Land starting on page 29 
of your Nocembcr 15 issue. I especial- 
ly appreciate the way vour own opin- 
ions and comments of interested par- 
ties arc bandied and both Mr. Al Wid- 
difield. Vice President of Sunbeam, 
and nnself fell \ou did a constructive 
job with this stor\ . 

There have been so many contra- 
dictorv and harmful criticisms in other 
papers aimed at NBC and Pat Weaver 
and his courageous effort in launching 



Just a brief note to let you know' 
how interesting we found the story on 
Spectaculars in the November 15th is- 
sue of SPONSOR. 

To understate it it is one of the 
most thorough and certainly factual 
articles on the big shows to appear re- 
cently. Congratulations on a really 
fine piece. 

Millie T. Tracer 
Director of Public Relations 
Raymond Spector Company, Inc. 

• SI*O.NSOIt*s thank*- to rnan> reader*, m ho noted 
interest In our interim report on "The Spectacu- 
lar*." A report !> planned for the end of &e.a«on 
if warranted, siting further analysis. 



ARF RATINGS 

On behalf of the ARF Ratings Re- 
view Committee, this letter expresses 
thanks to you for your very fine "ap- 
plause" note in your November 29th 
issue. 

I think it was so very nice of vou 
to make editorial mention of the very 
fine and unselfish efforts of very busy 
radio and television advertising execu> 
tives. It's only on such extra-curricu- 
lar Herculean efforts that progress will 
be made in cutting down the confusion 
in the radio and television ratines area 
— an objective shared by us all. 

There was one very minor point 
about the number of meetings to which 
you referred. I don't think it was en- 
tirely clear in your editorial. The 
''o\er 100 meetings" to which vou re- 
fer were not attended by all members 
of the Ratings Review Committee. 
They w ere attended by the members of 
Max Lie's Working Committee. The 
Parent Committee, as a group, attend- 
ed perhaps more nearly 10 or 15 meet- 
ings. There were others, however, on 
the Parent Committee, who attended 
anv number of other informal meet- 
ings all directed towards helping Mr. 
lie's Committee do a better job. 

Dr. E. L. Deckinger 
Vice President. Director 

of Research 
The Biow Co. 

SPONSOR 
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BUT . . . 



CONLAN RADIO REPORT 
METROPOLITAN GRAND RAPIDS 
NOVEMBER, 1953 





Morning 


Afternoon 


Night 


WJEF 


29.6% 


30.8% 


33.1% 


B 


26.3 


22.8 


28.6 


Others 1 


44.1 


46.4 


28.3 



YOU NEED WJEF RADIO 
TO BREAK RECORDS 
IN GRAND RAPIDS 

WJEF, Grand Rapids, is the top radio buy in Western 
Michigan's Number 1 market — morning, afternoon and 
night. Coidan figures, left, prove it. Of the area's 116,870 
radio homes, WJEF delivers: 

12.6% more morning listeners than the next station — 
25.2% more afternoon listeners — 
9.6% more evening listeners! 

WJEF also costs less than the next station. On a 5'2-time 
basis, you can actually buy a daytime quarter-hour for less 
than 25c per-thousand-radio homes! 



v- TV-, 




(J 

WKZO — KALAMAZOO 

WKZOTV — GRAND RAPIDSKALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN. NEBRASKA 

KOLN.TV — LINCOLN. NEBRASKA 

Associated *ith 
WM8D — PEORIA. ILLINOIS 




CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 

Avery- Knodel, Inc., Exclusive National Representatives 
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*Scott Crossfield of the USAF set this record in November, 1953, flying a Douglas Skyrocket. 
DECEMBER 1954 



13 



ED 





ARE THE STAT10;i 
NATIONAL SP( 



H 



REE & 




ETER 




INC. 

Pioneer Station Representatives Since 1932 



NEW YORK 
444 Madison Ave. 
Plaza 1-2700 



CHICAGO 
230 N. Michigan Are. 
Franklin 2-6373 



DETROIT 

Penobscot B/dg. 
Woodward 1-4255 



ATLANTA 
Glenn Blctg. 
Main 5667 



FT. WORTH 
406 H ". Seventh St. 
Fortune 3349 



HOLLYWOOD 
633/ Hollywood B/va. 
Hollywood 9-2151 



SAN FRANCISCO 
Russ Bui/ding 
Sutter 1-3798 




K YOUR 

■A.DIO CAMPAIGN . . . 



EAST, SOUTHEAST 

WBZ + WBZA Boston— Springfield NBC 51,000 

WGR Buffalo NBC 5,000 

KYW Philadelphia NBC 50,000 

KDKA Pittsburgh NBC 50,000 

WFBL Syracuse CBS 5,000 



WCSC Charleston, S. C. CBS 5,000 

WIST Charlotte MBS 5,000 

WIS Columbia, S. C. NBC 5,000 

WPTF Raleigh— Durham NBC 50,000 

WDBJ Roanoke CBS 5,000 



MIDWEST, SOUTHWEST 

WHO Des Moines NBC 50,000 

WOC Davenport NBC 5,000 

WDSM Duluth— Superior ABC 5,000 

WDAY Fargo NBC 5,000 

WO WO Fort Wayne NBC 50,000 

WIRE Indianapolis NBC 5,000 

KMBC-KFRM Kansas City CBS 5,000 

KFAB Omaha CBS 50,000 

WMBD Peoria CBS 5,000 



KFDM Beaumont ABC 5,000 

KRIS Corpus Christi NBC 1,000 

WBAP Ft. Worth— Dallas NBC-ABC 50,000 

KENS San Antonio CBS 50,000 

MOUNTAIN AND WEST 

KDSH Boise CBS 5,000 

KVOD Denver ABC 5,000 

KGMB-KHBC Honolulu— Hilo CBS 5,000 

KEX Portland ABC 50,000 

K1RO Seattle CBS 50,000 



It costs less 

to sell 
the Twins 
on KEYD-TV 




MINNEAPOLIS 
ST. PAUL 

The nation's 13th metro- 
politan market is in the very 
center of KEYD-TV's 62 
county coverage. You can 
buy maximum power at min- 
imum cost on KEYD-TV, 
the Upper Midwest's new 
Channel 9 station. 

Ask the H-R MAN about KEYD-TV's 
incentive rates and excellent avail- 
abilities. 

ON THE AIR JANUARY 9TH 



316,000 WATTS 




Offices, Studies, Transmitter 

FOSHAY TOWER 

Minneapolis 
Represented Nationally by H-R TELEVISION, INC. 



Office* Studios, Transmitter 

FOSHAY TOWER 

Minneapolis 
Represented Nationally by H-R TELEVISION, INC. 




By Joe Csidn 
Today's talent are business-minded 



This doesn't happen too often to a writer, and I am not 
reluctant to admit I got a hig bang out of it. A era** the 
aisle. 011 American Airline? Flight 212 out of Chicago for 
New York. Friday night at 10 p.m. the man was reading 
sponsor. A little neck-craning, and 1 discovered he wa» not 
only reading sponsor, hut specifically Sponsor Backstage. 
He looked up, and it was Jimmy Saphier. 

"I was just reading your column/" he said, after the sur- 
prised hellos. 

Jimmy is Boh Hope's business manager, and Bob was 
with him. as was my old friend, and Bob's agent. Charlie 
Yates. 1 hadn't seen any of these gents since The Billboard 
days. 

It developed they had picked up 242 in Chicago after fly- 
ing in from Denver. Bob owns 79.3 c c of the Class B stock, 
and Jimmy 9.3*~c of the same in K0A-TV in Denver, and the 
hoys were coming from a Board meeting there. 

"It went fine," Jimmy said, "always does when every- 
body's, making money/' 

Bob had also played a benefit at a big Jewish hospital 
during his Denver stav. 

After we landed in New York, and I left the boys I got 
thinking. First, that showbiisiness, most certainly including 
television and radio, is really a small town, notwithstanding 
the fact that it's spread out all over the world. 

Just two nights previously, on Wednesday, for example, 
Fd again run into a group of old friends. The occasion was 
the annual BMI Awards Dinner at the Hotel Pierre, and 
among those present (in addition to the music wing of the 
family) were Leonard Keinsch. Bill Hedges. Fritz Morency 
and other friends, whom I hadn't seen in quite a spell. 
Leonard was nice enough to tell us how pleased he yra* with 
the piece on the Quality-Vitapix group. 

But thinking about showbusiness. tv. et al. following the 
meeting on the plane, another notion struck inc. At the BMI 
dinner I had the happy fortune to be seated at a table with 
Patti Page and her manager. Jack Hael. We kidded some 
about Jack's attempt to get into the merchandising business 
with a Patti Pace "Mama Doll." which wa» tied in to one 
(Please turn to pope 611 
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111,000,000 



reasons 



for 
changing 



our 



name 









U in 










BAB's first and only business has always been the promotion 
and sale of Radio advertising. 
That's why the Broadcast Advertising Bureau Inc. was 
chartered four years ago and has been supported by 835 
radio stations, all four radio networks, and all the 
principal radio representatives. 
We felt it was long past time that our corporate name 
reflected Our sole interest. That's why our name after 
January 1, will be the radio advertising bureau inc. 
We have a new name but the same point of view : 
America can be sold faster, more completely 
and at less cost through its 111,000,000 
radio sets than in any other way. 








(formerly Broadcast Advertising Bureau) 







WBBM-TV is 
now operating at 
peak power - 
100,000 watts. 



This means 
that WBBM-TV, 
with five and 
a half times 
more power, now 
brings brighter, 
clearer, sharper 
television into 
almost two 
million homes 
in the greater 
Chicago area. 



It means that 
Channel 2 
can be seen for 
the first time 
in additional 
thousands of 
homes in 
this important 
market. 




Most important 
of all, it means 
that WBBM-TV, 
which already 
delivers the 
largest audiences 
in Chicago 
television, is 
now giving 
advertisers more 
viewers, more 
customers, more 
sales power 
than ever before. 








now 

100,000 watts 
Channel 2... 
Chicago's 
Show manship 
Television 
Station... 
CBS Television's 
Key Station 
in Chicago 




proud to be 
Storer Station! 




a -Chan' 1 
eland 




/ / A 




New and renew : 




1. New on Television Networks 



SPONSOR 



Amana Refrig, Amana, Iowa 

Amer Chicle Co (Dentyne & Bee- 
man's), NY 
American Oil Co, Bait 
Atlantic Refining Co, Phila 

Borden Co, NY 
Bristol-Myers, NY 
Bristol-Myers, NY 
Buick div of Cen Motors, Detr 

Campbell Cereal Co (Malt-O-Meal) 
Mpls 

CBS-Columbia, NY 

Ciba Pharmaceutical, NY 

Colgate-Palmolive, Jersey City 
Helene Curtis, Chi 
Emerson Drug Co. Bait 

Internat'l Shoe Co. (Red Cross Shoes) 
St Louis 

Kraft Foods (Carmel Products), Chi 

Libby, McNeill & Libby, Chi 
Longincs-Wittnauer, NY 

Maytag Co, Newton, Iowa 

Miller Brewing Co, Milw 

Minute Maid, NY 

Noxzema Chemical, Bait 

Ponds Extract (Hand Lotion), NY 

Procter & Camble, Jersey City 

Procter & Camble, Cinci 
R. ). Reynolds (Winstons), Winston- 
Salem 

R. J. Reynolds (Camels), Winston- 
Salem, NC 
R. J. Reynolds, Winston-Salem 
C. A. Swanson & Sons, Omaha 
C. A. Swanson & Sons, Omaha 
State Farm Insurance, Bloomington, III 
Tootsie Rolls, Hoboken, NJ 
Top Pop Products (E-Z Pop Corn), 
Detr 

Western Union, NY 



AGENCY 


STATION'S 


M.:u.y, Lee & Marshall, NY ! 


CBS 


TV 


57 


DFS, NY 


ABC 


TV 


75 


). Katz, NY 


CBS 


TV 




N. W. Ayer, Phila 


Du Mont 


31 


Y&R, NY 


NBC 


TV 


42 




CBS 


TV 


66 


Y&R, NY 


CBS 


TV 


KUunCr, Pi I 


Du Mont 


in 


Campbell-Mithun, Chi 


CBS 


TV 




McE NY 


CBS 


TV 




Kicscwetter, Baker, Hage- 


ABC 


TV 


■ c 


dorn & Smith, NY 








TpH Ratpc NY 

1 CU Dales, M 1 


CBS 


TV 




E. Ludgin, Chi 


CBS 


TV 




1 Annpn fr blo\xie>\\ NY 


Du Mont 


26 


DArcy, St Louis 


NBC 


TV 


53 


JWT, Chi 


NBC 


TV 




JWT, Chi 


Du Mont 


11 


victor A. bennett, NY 


CBS 


TV 




McE, Chi 


CBS 


TV 


57 


Mathisson & Assoc, Milw 


Du Mont 




Lynn Baker. NY 


NBC 


TV 




SSCB. NY 


CBS 


TV 




)WT, NY 


/BC 


TV 




Y&R, NY 


CBS 


TV 


56 


Compton, NY 


CBS 


TV 




W. Esty, NY 


NBC 


TV 




W. Esty, NY 


ABC 


TV 


75 


W. Esty. NY 


NBC 


TV 




T-L, Chi 


NBC 


TV 




T-L, Chi 


ABC 


TV 


75 


N.L.&B, Chi 


CBS 


TV 


Moselle & Eisen, NY 


NBC 


TV 




W. B. Doner & Co, Detr 


ABC 


TV 


7S 


t 

Albert Frank-Cuenther 


Du Mont 


70 



Lfw. NY 



2. Renewed on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


Ceneral Electric 
General Electric 


BB^O 

bb;o 


CBS TV 59 
CBS TV 121 


Hall Bros (Creeting Cards) 
W. H. Johnson Candy 
Kraft Foods Co, Chi 
Lentheric, NY 


FC&B, NY 
F. Bruck Adv 
1WT, Chi 
C&W, NY 


NBC TV 49 
Du Mont 80 
NBC TV 64 
Du Mont 26 


Lincoln-Mercury 


K&E, NY 


CBS TV 128 


Miles Labs 


Ceoffrey Wade Adv 


Du Mont 


National Dairy 
Pharmaceuticals, NY 
Quaker Oats 
Serutan Co, NY 


N. W. Ayer 
E. Kletter, NY 
Wherry, Baker & Tilden 
E. Kletter, NY 


CBS TV 69 
Du Mont 16 
CBS TV 58 
Du Mont 36 


Swift, Chi 


JWT, Chi 


CBS TV 71 



PROGRAM, time, start, duration 

Big Ten Basketball; Sat 3-4:30 pm; 11 Dec; 13 
wks 

Sugar Bowl Came; Sat 2 pm to concl.; 1 Jan only 

Years of Crisis: Sun 4-5 pm: 2 Jan only 

Pro Chamoionship Football Came; Sun 2 pm to 

concl; 26 Dec or 2 Jan only 
Way of the World; M, W, F 10:30-45 am; 3 Jan 
Carry Moore Show; M 10-10:15 am; 6 Dec; 52 wks 
Your Favorite Playhouse: Sun 9:30-10 pm: 12 Dec 
Fro Chamoionship Football Came; Sun 2 pm to 

concl; 26 uec or 2 jan only 
The Morning Show; partic W & F, T & Th 7-9 

am; 1 Dec: 13 wks 
Phil Silvers Show; alt T 8-8:30 pm; 4 Jan 
Horizons; Sun 9:15-30 pm; 12 Dec; 36 wks 

The Millionaire; W 9-9:30 pm; 19 Jin 
Professional Father: alt Sat 10-10:3(1 nrtr, 1 Jan 
Chance of a Lifetime; alt F 10-10.30 pm; 10 

Dec: 52 wks 
Ding Dong School; T 10-10:30 am: 1 Mar; 5 wks 

Tom Corbett, Space Cadet; Sat 11:30-12 noon; 
11 Dec 

All About Baby; Th 2-2:15 om; 2 Dec: 52 wks 
The Christmas Hour of Story & Song; Sat 5-6 

pm; 25 Dec only 
Big Ten Basketball; Sat 3-4:30 pm; 11 Dec; 13 

wks 

Pro Chamoionship Football Came; Sun 2 pm to 

concl; 26 Dec or 2 Jan only 
Tournament of Roses Parade; Sat 12:45-1 .45 pm; 

1 Jan only 

Professional Father; alt Sat 10-10:30 pm; 8 Jan 
Pond's Tv Theatre; Th 9:30-10 pm; 13 Jan; 52 wks 
My Favorite Husband; alt Sat 9:30-10 pm; 1 Jan; 
14 wks 

Road of Life; M-F 1:15-30 pm; 13 Dec 

Bob Cummings Show; Sun 10:30-11 pm; 2 Jan 

Pre-Sugar Bowl Warmup; Sat 1:45-55 pm; 1 Jan 
only 

Sports Highlights; Sat 4-4:45 pm; 1 |an only 
Cotton Bowl Came; Sat 1:45 to concl; 1 Jan oniy 
Sugar Bowl Games: Sat 2 om to concl; 1 Jan only 
Red Barber's Corner; W 10:45-1 lpm; 15 Dec 
luvenile Jury; Sun 4-4:30; 9 Jan 
Sugar Bowl Came; Sat 2 pm to concl; 1 Jan only 

Down You Co; alt W 10-10:30 pm; 8 Dec; 52 wks 



PROGRAM, time, start, duration 



Jane Froman Show; Th 7:45-8 pm; 26 Dec: 52 wks 
Sunday Night Theatre; Sun 9-9:30 pm; 26 Dec: 
52 wks 

Hall of Fame; Sun 5-5:30 pm; 2 Jan; 52 wks 
Captain Video; Th 7-7:15 pm; 30 Dec; 13 wks 
Kraft Tv Theatre: W 9-10 pm; 5 Jan; 52 wks 
Chance of a Lifetime; alt F 10-10:30 pm; 17 

Dec; 52 wks 
Ed Sullivan — Toast of Town; Sun 8-9 pm; 2 Jan: 

52 wks 

Morgan Beatty and the News; M-F 7:15-30 pm; 

31 Dec: 52 wks 
Big Top: Sat 12-1 pm: 22 Jan: 52 wks 
The Stranger; F 9-9:30 pm; 31 Dec; 52 wks 
Contest Carnival; Sun 12:30-1 pm: 2 Jan; 52 wks 
Life Begins at Eighty, Sun 9-9:30 pm: 26 Dec; 

52 wks 

Carry Moore Shaw; F 10-10:15 am: 3 Dec: 52 wks 



3. Advertising Agency Personnel Chan ges 

NAME I FORMER AFFILIATION NEW AFFILIATION 



David Abbey I VVCN-TV Chi, local & nat'l sis stf 

Charles Abbott Jr ABC-TV Spot Sales, NY sis & prom dept 

Robert Anthony Peterson Window Corp, Ferndale, Mich, dir of sis & adv 

Constance Boland Morse Internat'l, NY 

Norman Brett Du Mont Net, NY, sis prom mgr 



Katz Adv, Chi, tv sis stf 
Katz Adv, NY, tv sis stf 
Allman Co Adv. Detr, creat stf 
SSC&B. NY, acct exec dept 
Moselle & Eisen, NY, acct exec 




Cordon 
MacLaren (3) 




Paul 

Cirard (3) 




Cohan (3) 




William 
Bunn <3) 



In next issue: ISetc and Reneiced on Radio fteticorks, Motional Broadcast Sales 
Executives, New Agency Appointments, A'eic Firms, Setr Offices, Changes of Address 




William 
Pehlert 3) 
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3. Advertising Agency Personnel Changes (cont'd) 



NAME 

William B Bunn 
Thomas Byrne 
Dale Casto 
Sylvester Cleary 
Arnold Cohan 

Eugene Colin 
Alton Copcland 
Emmet Crotzcr 
Nelson Daniels 
Donna DcCamp 
john Gillingham 
Paul Cirard 
Arthur Cordon 
lames Could 
Win Coulden 
E. Harold Crcist 
Sam Hunsakcr 
lames Isham 
W C. Jackman 
john Jjckson 
John Scott Keck 
joscph Keene 
Harvey Knecland 
lohn LaFarge 
Ben Laitin 
H. Lane Losey 
Cordon MacLarcn 
Herbert Mancloveg 
Frank McCann 
Thomas McDcrmott 
Donald McDonald 
Bruce McLean 
lames McMcnemy 
Lawrence Milligan 
Arthur Montgomery 
lohn Nagel 
Robert Owens |r 
William Pehlert 
Raymond Picrobon 
William Recde 
Saul Roscnzwcig 
Joe Sacco 
Robert Schmelzer 
Kcndrick Scott 
Bruce Staudcrman 
C. E. Stokes 
Albert Thayer Jr 
Alan Ward 
Winsor Watson Jr 
Richard Winkler 
Christian Valentine 
Ferdinand Ziegler 
Martin Zitz 



FORMER AFFILIATION 



NEW AFFILIATION 



C&W, NY, acct exec 
Biow Co. NY 

BBDO, Buffalo, exec chg of acct scrv 

Bourjois. NY, adv dept 

Arnold Cohan Adv. NY. owner & hd 

Schwimmcr & Scott. Chi 

Lever Bros. NY, adv dept 

Anderson-McConnell Adv, Hywd, acct exec 

Al Paul Lefton, Phila. film comml prodr 

WOI-TV, Ames. Iowa, film supvr 

Wcstinghousc Elec Co, LA. adv & sis prom 

Paul Cirard Regl Reps, Dallas, owner 

Weiss & Celler, NY, art dir 

Virginia Metal Prod, Orange, Va, adv mgr 

BOB, NY, dir of spec prom 

Hicks & Crcist, NY, vp & treas 

Lewis Edwin Ryan Adv, Wash DC, copy chf 

NL&B, Chi, acct exec 

Jackman & Flaherty Adv, St Louis, partner 

Anderson & Cairns, NY, vp 

Henri, Hurst McDonald, Chi, r-rv dir 

NL&B, Chi, acct exec 

C&P, NY, vp 

Crcy Adv, NY, copy group hd 
C&P, NY, vp 

Ohio Brass Co, Mansfield, Ohio, adv mgr 

C&W, NY, acct exec 

B&B, NY, media supvr 

Ted Bates, NY, timcbuyer 

N. W. Ayer, NY. r-tv dept 

Calland Adv, NY 

Yardley of London, Toronto, adv mgr 

Bobby Benson Tv & Radio shows, NY, dir-prodr 

Biow Co. NY, acct exec 

John Falkncr Arndt, Phila, copy stf 

NL&B, Chi, acct exec 

Lcnnen & Mitchell. NY 

C&W, NY, acct exec 

N. W, Ayer, Chi, acct exec stf 

Reede Adv, NY, hd 

BBDO. NY, r-tv acct exec 

Biow Co. NY, copy dept 

BBDO, NY, acct exec 

Supplee Sealtest Milk Co, Phila, pub rel dept 

WXEL, Cleve, prodr-dir 

Gardner Adv, St Louis, copy dept 

J. M. Mathes, NY, traffic & prodn of naff accts 

BBDO, Buffalo, vp in chg 

C&P, NT, vp 

Warner & Assoc, St Louis, copy dir 

Biow Co, NY, exec coord & creat hd of color tv dept 

Biow Co, NY, sis prom dept 

Henri, Hurst & McDonald, Chi, acct exec 



dir. of mdsg 



Wash DC, copy stf 



vp & acct exec 
acct exec 



Same, vp 

McCann-Erickson, NY, admin of Bu'ov.a acct 
Same, vp in chg 
SSC&B, NY, acct exec 
Mumm, Mullay & Nichols, NY, vp & bd mem, h 

r-tv accts 
Phil Cordon Agency, Chi, acct exec 
BBDO. NY. media dept 
Byron Brown & Staff, LA, vp 
Bryan Houston, NY, tv prodr 
Cary-Hill Adv, Dcs Moines, tv dir 
Calkins & Holdcn, LA, copy dept 
Tracy-Locke Adv, Dallas, asst dir of r-tv delpt 
Same, vp 

Lewis Edwin Ryan Adv 
K&E, NY, prom dept 
Same, pres 
Same, acct exec 
Same, vp 

Ridgway Adv, St Louis, 
Ogilvy, Benson & Mather, NY 
NL&B, Chi, asst r-tv dir 
Same, vp 

Anderson & Cairns, NY, acct exec' 
R&R, NY, copy group hd 
Crey Adv, NY, acct exec in drug div 
Cray & Rogers, Phila, copy dept 
Same, vp 

BBDO. NY, media dept 
Katz Adv, NY, tv sis stf 
Same, vp 

FS&R, NY, acct exec 
NL&B. Toronto, acct stf 
SSC&B, NY. tv prodn stf 
Earle Ludgin, Chi, acct mang sf( 
N. W. Ayer, Chi, copy dept 
Same, vp 

Earle Ludgin, Chi, acct mang stf 
Same, vp 

NL&B, Chi, asst acct exec 
Crant Adv, NY, regl mgr for Europe 
Katz Adv. NY, tv sis stf 
W. Esty, NY, copy dept 
Same, vp 

Cray & Rogers, Phila, pub rel & publicity dept 
Metdrum & Fewsmith, Cleve, mgr r-tv dept 
Ridgway Adv. St Louis, copy consultant 
NL&B, NY. prodn mgr 
Same, NY, space copy dept hd 
C. M. Basford, NY, exec 
Krupnick & Assoc, St Louis, copy-serv* dept 
McCann-Erickson, NY, tv art dir 
McCann-Erickson, NY, mgr sis prom dept 
Same, pres 



4. Sponsor Personnel Changes 



NAME 

David Bland 
V. T. Finch 
Ccrard Fochtman 
Fred Cordon 
A. W. Harding 
loscph Salganik 
Byron Snowdcn 
Sidney Schwartz 
Joseph Tiers 



FORMER AFFILIATION 



NEW AFFILIATION 



Krueger Brewing Co, Newark, adv dir 
Lever Bros, NY, asst sis mgr, Pepsodcnt div 
Borden Food Co, NY, asst adv & mdsg mgr 
Necchi-Elna Sewing Mach Co, NY, adv prodn mgr 
Cencral Mills, Mpls, market analysis spec surveys sect 
Toni Co, Chi, eastern reg mgr 

Dodge div Chrysler Corp, Detr, mdsg mgr truck div 
Du Mont Labs, Clifton, NJ, cabinet mgr 
Proctor Elec, Phila, mdsg mgr 



Lever Bros, NY, brand mdsg mgr 
Same, sis mgr, Pcpsodent div 
Same, super-market mdsg mgr 
CBS-Columbia, NY, adv prodn mgr 
Same, mgr market analysis dept 
Same, field sis mgr 
Same, dir of adv & mdsg div 
Same, prod coordinator 
Same, NY, eastern sis mgr 



5. Station Changes (reps, network affiliation, power increases) 



KBES-TV, Medford, Ore, new nat'l rep Hoag-Blair 

KCM|, Palm Springs, Cal, Purch by David Margolis, owner of 

Skyland Bdest Co: WONE, Dayton, O. 
KHQ & KHQ-TV. Spokane, new Portland rep H. Qucnton Cox 

& Assoc 

KCO FM, SF. begins full time bdest 

K I EM -TV, Eureka, Cal, new nat'l rep Hoag-Blair 

KJIM Beaumont, Texas, new call letters KJET; start 

nc^ro programing 
KLAC. Hwyd. new address. 6363 Sunset Blvd 
KOCA. Ogallala. Neb, becomes Keystone Bdest affil 
KSUE, Sus.inville, Cal, becomes Keystone Bdest affil 
KTV4. Anchorage. Alaska, rep in NY & Chi area is Alaska 

Radio-Tv sis 

KTVX. Muskogee. Okla. power incr to 316,000 watts from 

45.000 watts 
KUTV. Salt Lake City, power incr to 45.710 kw 
KVEC-TV. San Luis Obispo, Cal. became ABC affil 
KWWL-TV, Waterloo, Cedar Rapids, Iowa, power incr from 

120.000 watts to 240.000 watts 
WBTV. Charlotte, NC, become ABC affil 
WDTV Pitts, purch by Wcstinghousc Bdest System from 

DuMont Net 



WCWR, Ashcboro, NC, becomes Keystone Bdest affil 
WHIM, Bloomsburg, Pa, 1000 watt daytime stn going 500 

watts full time operation 
WISH, WISH-TV, Indpls, becomes CBS affil eff 3 June 
WLEX-TV, Lexington, KY, becomes ABC affil 
WLFA, Lafayette, Ca, becomes Keystone Bdest affil 
WMBV-TV, Marinette. Wise, becomes ABC affil 
WMRE, Monroe, Ca. becomes Keystone Bdest affil 
WOND, Atlantic City, NJ. new nat'l sis rep W. Barrett Mayer. 

550 5th Ave 

WORC, Worcester,. Mass, purch by Robert Bryar & Harold 
Kaye 

WOW, Omaha, begins all-night opcrs 

WPAT, Patcrson. N|, sold by Passaic Daily News to gr headed 

Dy Dickens Wright 
WPON, Pontiac, Mich, begins opcrs; Hil F. Best nat'l rep 
WRIV, Rivcrhcad, LI, begins opcrs, owned by Suffolk Bdest 

Coip 

WVEC-TV, Norfolk, Va, open new studios for live shows 
WXEL, Cleve, purch by Steer Bdest Co 



SPONSOR 



Morning Radio is UP in IOWA 
UPonWHO!^ % 




HE chart — taken from the 1954 Iowa 
Radio-Television Audience Survey — 
tells the story. 

The two top lines show morning radio 
listening in 1954 as compared with 1953 
- — UP for all stations in Iowa. 

The two lower lines are for WHO alone 
— . UP for 1954, over '53 — and we hope 
you'll note that, at certain times, 
WHO alone accounts for as much as 45% 
of all the radio listening in the State! 

The complete 1954 Survey will be Out 
very soon, now. Write for an early copy 
— > or ask Free & Peters ! 




PERCENT OF HOMES TUNED IN, MORNINGS - 1 953 VS. 1954 



WHO 

for Iowa Plus! 

Des Moines .... 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 

FREE & PETERS, INC., National Representatives 
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YOUR PRODUCT 
advertised on 
CFCF means more 
business for you 




MONTREAL 



IN U.S.- WEED 
IN CANADA-ALL CANADA 




Willis ff. Gnrli'1/ 

President 

Borden Food Product* Co., New Yorlc 

In the late Twenties, as manager of Borden's export operations, 
Willis Gurley traveled extensively throughout Europe, South Amer- 
ica and the Far East. E\en now, there's one touch of the exotic iu 
his Madison Avenue office: a huge tigerskin rug. 

''But 1 didn't bag it myself,'' Gurley quickly assured sponsor., 
"A friend of mine sent it to me from India." 

Today, as president of the Borden Food Products Co. and a v.p, 
of the Borden Co.. Gurley supervises 34 manufacturing plants in 16 
states and three foreign countries. As head of the Food Products 
Division of Borden Co., Gurley has the last word on advertising 
policy for his products (Eagle Brand sweetened condensed milk, 
evaporated milk, Klim, Hemo, Borden's Instant Coffee, None Such 
mince meat, Starlac and Borden Instant Hot Chocolate). The bulk 
of this division's SPONSOR-estimated S6.5 million 1955 budget will be 
spent on advertising Borden's Instant Coffee (through DCSS). 

"We use spot radio and tv to catch the housewife at the psycho- 
logically 'right' moment before she goes shopping/' Gurley told 
SPONSOR. 

To back up the coffee with a national medium, Gurley also puts 
Borden Instant Coffee commercials on the Borden Co. sponsored 
show. Justice, NBC TV, Thursdays, 8:30-9:00 p.m. Borden Instant 
Coffee also sponsors one weeklv segment of the Garry Moore Show, 
CBS TV. 

"We like a drama or adventure show for our food products." 
Gurley explained. "As many women as men watch Justice. Also, we 
feel that the audience of a drama is less fickle than viewers of sit- 
uation comedies, simply because it doesn't tire of the show as fast." 

Incorporated in Gurley *s statement, is the advertising philosophy 
upon which Borden Instant Coffee bases its fight with higher-spend- 
ing coffee advertisers. 

"If you have the audience, you can do a selling job." he added. 
" Vnd you don't have to stick to a stereotype show format to achieve 
family appeal." 

However. Gurley emphasizes the fact that he likes to leave the 
choice of programs up to his advertising department and agency. 

"I don't e\en choose autonoinouslv at home.'" he added. "My 
wife ha> far stronger tv preferences than I.** * * * 
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CRACKIN 
GOOD ! 

You get to the meat df the market quicker when you tell 
your sales sftory on the station they fuse to mosf often 

WJBK-TV Detroit 



Represented Nationally \^fl 



If you've got a tough nut to crack in this rich midwest 
mea % go after fhose sales w ith WJBK-TV's: 100,000 
watt powef, 1,057 ft. tomr 4 fop CBS fna* local pro- 
gramming and commanding Channel 2 dial position, 



by THE KATZ AGENCY %flT%9^ National Sales Director, TOM MARKER, 118 E. 57th, New York 22, ELDORADO 5-7690 




MORE homes. More families. More people. No matter how you figure it,, NBC 

Television delivers more, and keeps on delivering. "^-^ 

MORE homes for nighttime sponsors— an average of 803,000 more homes per 

program than the second network since the middle of September, when the most 

competitive programming in TV's history began. That's almost equivalent to 

all the homes in Connecticut and Rhode Island, and it's extra! 

MORE programs in the 'Top Ten." In the first four Nielsen Reports this fall, 

NBC twice hit six out of ten, and twice made it seven out of ten. It ¥ s seven out 

of ten in the latest Nielsen pocket-piece, and every one of them reached more 

than 11,000,000 homes; the details are listed on the opposite page. 

MORE sets tuned to NBC Spectaculars, and the dynamic program leadership 

that they represent. The latest Nielsen report shows still another of these 

90-minute color super-shows in the top ten: the sixth to make a top-ten- 




sized audience out of the seven so far rated. And the seventh barely missed. 
MORE homes for the time-tested programs, too. Its seven years now since 
Milton Berle took command of Tuesday night for NBC. He still holds it, and as 
the listing shows, he's attracting greater audiences than ever before. 
MORE. That's the story of NBC programming. More homes. More families. 
More people. And naturally, more values for advertisers. 



"NBC's 7 out of 10 

FROM THE LATEST NIELSEN REPORT* 

No. of Homes 
Program Reached 

DRAGNET 13,998,000 

YOU BET YOUR LIFE 13,221,000 

BUICK-BERLE 12,463,000 

MAX LIEBMAN SPECTACULAR 11,711,000 

STEVE ALLEN SHOW 11,581,000 

THIS IS YOUR LIFE ( WK. 2 ) 11,549,000 

FORD THEATRE 11,001.000 



EXCITING THINGS ARE HAPPENING ON 




TELEVISION 



A SERVICE OF I 



DATA VERIFIED BY A. C. NIELSEN COMPANY 
(SEPT. REPORT =2, 1954-*NOVEMBER REPORT =1) 
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Orcr-ftll look: These are some of the trends and events which 
made the 1954 radio-tv year unique. Among them: the "spot carrier" 
hassle between nets and stations; the uhf hearings; the continued rise 
in television programing costs. 

Network television: Whopping $310 million for gross time 
and $160 million for production costs was spent, by SPONSOR'S 
estimate in net tv in '54. In '55, video webs will be longer, more 
costly; time scarcer. Biggest client: P&G. 

Spot television: Advertisers upped budgets at least 20% for 
spot tv in 1954. Rates climbed more than 10%, are continuing up- 
ward. Availabilities are scarce, sharpening competition between net- 
work and spot tv sellers, film makers. 

Network radio: Gross billings among the four radio webs are 
off 17.5% for 1954 vs. previous year; actual net earnings even lower. 
Coming year will bring more network participation shows, capsule 
news strips, rock-bottom network costs. 



Spot rcir/io: C->nsons.s of reps is that spot radio cjross billings 
dropped during 1954, although some spot sources feel year was a 
"break even" with '53. Reps predict 75% of U. S. stations will have 
same day and night spot rates by the end of 1955. 

Tf j)rof/l*«lllill<|: Show costs reached new highs in 1954 as result 
of competition between two major nets for audience as well as 
emergence of new factor, ABC. Part of audience battle was the 
"bumping" of shows networks felt were too weak to draw audience. 

Color tv: Set production was minuscule in 1954 and the outlook 
for rapid acceleration in 1955 isn't good. Mainly problem lies 
in engineering labs where work is being rushed to cut costs of 
sets. Meanwhile stations are equipping tast for net colorcasts. 

Tvtt and It A It: Both air media start off 1955 with functioning 
sales promotion arms, the newly organized Television Bureau of Adver- 
tising and the renamed Radio Advertising Bureau. RAB has $720,000 
budget; TvS already has 40% of its minimum projected budget. 



OVE R-AL L LO OK 

PJ^hen they write the history of ra- 
dio and television, 1954 will go down 
as the year of. . . 

Color televisions dry run with set 
production unable to get off the 
ground but with sponsors, agencies, 
dealers and invited guests enthusiastic 
about its potentialities once color re- 
ceiver prices reach mass levels. 

Time-slot dominance by the tv net- 
tvorks, stemming from the seller's mar- 
ket in network tv and resulting in 
reduced stress on the traditional fran- 
chise concept in network buying. 

Hassles between radio networks and 
stations over network sale of announce- 
ment participations via "spot carriers" 
with stations contending the webs are 
encroaching on spot radio terrain and 
the webs answering they must sell the 
time to exist. 

Clarification of radio's role follow- 
ing deeper-digging research, including 
the Politz study for the Christal sta- 
tions, the J. A. Ward study for Mutual, 
the ARF-Politz set count for the four 
radio networks and BAB — all pointing 



to radio's having adapted itself to the 
video era. 

Big battles over uhf with Congress 
probing for answers to the problem? 
holding back the growth of ultra high 
frequency stations and with the be- 
ginnings of a solution appearing as 
higher-power transmitters were devel- 
oped, the FCC permitted broadcasters 
to add two "u s" to the previous limit 
of five tv stations to one owner and 
both CBS and NBC moved to provide 
stepped up celling for the smaller mar- 
ket tv stations. 

Establishment of TvB as an indus- 
try-wide promotion group to begin 
selling video while it's expanding 
rather than wait, as radio did, until 
it comes up against a time of hard 
selling. 

Experiment in tv network program 
patterns with unprecedented departures 
from every-week programing and tra- 
ditional program lengths via ABC 
TV's once-a-month, 90-minute spec- 
taculars and CBS TV's monthly big 
shows. 

Increases in network tv participa- 



tions formats as NBC added Home 
and Tonight and CBS added the Morn- 
ing Show, thus attracting sponsors 
seeking flexibility and low cost in net- 
work tv. 

Continuing rise of tv network pro- 
gram costs as the top two webs. NBC 
and CBS, fought fiercely for domi- 
nance and a new contender, ABC. 
threw stronger programing into its 
schedule. 

The first network editorial stand, a 
position taken by Frank Stanton, presi- 
dent of CBS. Inc., who urged radio 
and tv be given equal access with the 
press to coverage of Congressional 
hearings. 

i 

NETWORK TV 

Dollar spending: So main sales rec- 
ords were smashed this year in net- 
work tv it was hard to count them all. 
In 195k network television advertis- 
ers spent: 

• A whopping $470 million by spon- 
sor's estimate for time I S3 10 mil- 
lion) and talent (S160 million) on the 
four major video webs. This was some 
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Industry leaders look at 
'55 future. See pages 78, 80 

Hi low aluiKjsiiU tin ir 
[ni-tiifis tin hi' it / ( ,fv( I'ptA 
from ifdir-cml stall tut nts 
uf in in industry l< miffs. 
Com/ill ti stall mi nts a/i/nnr 
mi jittiji ~i> anil SO. 




Robert E. Kintner 

ABC's president feels that 
network's tv web now ranks as 
one of "Big Three" tv networks; 
radio web has sold more time 
for early '55 than in similar 
period of '54. 



Adrian Murphy 

Tdent of CBS Radio expects 
) have results of automobile 

ning study available within 
few weeks to further docu- 
radio's story. Auto radios 

"medium -with in -a -medium.' 





J. L. Van Volkenburg 

CBS TV's president predicts 
that total tv revenues for '55 
may top $1 billion. He says past 
year proved value of continuity 
in television's programing. 



Ted Bcrgmann 

Du Mont's Director of 
Broadcasting feels trend 
to "shared" sponsorship of 
tv, increased use of filmed 
programing will continue. 




$70 million over network predictions 
in mid-1954 and was the all-time high 
for network-level spending in broad- 
casting history. 

* More on the smallest network. Du 
Mont (S12.5 million), for gross time 
than all tv advertisers spent for all 
television activity of any kind in 1948. 
F ast-climbing ABC TVs gross revenue 
I $35 million ) was almost as much as 
all network tv gross time sales in 1950. 

• More monev on either CBS TV 
I $140 million i' or NBC TV if 125 
million I for gross time purchases than 
advertisers spent in 1954 for space in 
Life magazine, hitherto the nation's 
top single ad medium in dollar gross. 

By sponsor's presstime. Publishers 
Information Bureau had completed the 
four-nctw ork gross time figures for the 
first 10 months of 1954. This is how 
the\ ranked and how they compared 
with the similar period of 1953: 

Network First 10 mos. *54 .First 10 mm. '53 

CHS 5117,032,072 $77,328,337 

Mir $100,541,824 $76,941,720 

ABC $ 26,584,163 $16,094,615 

D IN J 10,267.775 $ 8,966,321 

Although these figures indicated the 
basic billings trends, sponsor asked 
the sales chiefs of the four t\ networks 
to give their predictions for the final 
figures of the last two months of 1954. 
The projected totals thus achieved 
were compared with P1B total gross 
billing figures for 1953. This was the 
year-long trend: ABC TV made the 
biggest percentage gain — up 67%, 
Close behind were CBS and NBC tv 
webs with gains of 44% and 30% re- 
spectively. Du Mont's gain was slight 
— 1.6% — and gave further fuel to the 
persistent report that this network was 
due for a major overhaul in 1955. 

CI teu< spending: Gross network 
time expenditures by individual cli- 
ents were equally ey e-opening. For 
the first half of 1954 (the latest PIB 
figures available as this report was 
written), the gross billings by clients 
ranked thusly among the 10 largest 
spenders : 



Client 

l'roilcr S: Gamble 
Colgate. 1'almolise 
Ceneral Motors (all) 
Reynolds lobacco 
General Foods 
American 1 obaceo 
Gillette 
General Vlills 
Glirsslcr (all) 
1 es er Hrollii rs 



lst half "54 gross 

$11,136,979 
$ (i.385.46(i 
$ 3,681 ,660 
$ 5.518.421 
S 4.611.103 
$ 4.517.048 
S 3. SIS. 061) 
$ 3.632.195 
$ 3.265.327 
$ 3.260,819 



Chances are good that when the 
final ]2-m<mth figures on 1954 spend- 
ing are complete, the rank order will 
he (plite similar, and the totals will be 
sli»htlv more than doubled. Activity 



among all of these leaders was stepped 
up in the latter half of 1954 (more 
sponsorships or shared sponsorships, 
longer lineups, fancier programing!, 
according to network sales executives. 

I For a report on the spending of 
air dollars by top advertising agencies, 
see SPONSOR, 13 December. I 

Bigger "basic" tclefa*: Only two of 
the major networks CBS TV and 
NBC TV, have "must huv" basic net- 
work*. CBS TV's grew slightly in size 
— up five stations for a total of 46. 
The NBC TV basic count remained 
the same — 51. But both grew notice- 
ably in price. The gross cost of a 
Class "'A'' half-hour on the CBS basic 
web is now $32,700— up 25'^ from 
last year. On \BC TV. the cost is 
$36,165— up 12V 2 %. 

This won t be the ceiling, either. 
Both networks anticipate that their ba- 
sic webs will remain about the same in 
size during 1955. but will go up from 
5 r r to 1' ( in ov er-all gross price. 

ABC and DTN executives indicated 
unofficially that the key outlets of both 
networks would probably raise their 
rates anv where "up to 10%'' on the 
average in 1955. 

Lunger line ups: During 1954 adver- 
tisers stretched their network lineups 
anywhere from 30 r r to 60% on the 
average on the leading networks. 

As NBC TV's sales development 
chief Bob McFadyen put it: 

"Evening lineups are more than 
double the length thev were two years 
ago. and they're still growing. In 
some cases, we felt v\e were reaching 
the outer limits on tv business but ad- 
v ertisers hav e been quick to add many 
of the new crop of tv stations. It's 
partlv dealer pressure, but it's mostly 
a matter of the necessity for competi- 
tive selling nationally ." 

CBS TV took a big step toward 
expanding tv* network lineups earlier 
this month with the creation of its 
Extended Market Plan. Under EMP. 
a group of 20 stations in small areas 
became "associates"' of the network 
with their own special affiliation con- 
tracts. Some of these stations cost as 
little in lineups as $50 for a Class 
"A" hour. A few are interconnected: 
most will be serviced by kinescopes. 
Regular network discounts don't ap- 
ply and EMP stations have their own 
network rate card. 

Sales Service Manager Bob Jamie- 
son told sponsor: "We feel EMP will 
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encourage the use of mail) small-town 
tv stations by leading tv advertisers 
during 1955. Eventually, if network 
programing spurs set sales to the point 
where circulation warrants the change, 
we may move EMP stations over into 
our regular optional affiliate ranks." 

NBC TV had begun to put emphasis 
on selling small market stations earlier 
this season, creating a special sales 
unit for them. 

As 1954 ended, most of the leading 
network advertisers were airing their 
shows on lineups that ran into the 
80's and 90's. Some, like Philip Mor- 
ris and P&G with the now-alternately- 
shared / Love Lucy (135 outlets I and 
Dodge Division of Chrysler with Break 
the Bank (155 stations) are well over 
the century mark in their lineups. 

As network and agency executives 
see it. the lineups will taper off some- 
what in their growth in 1955 — but 
they will grow, 

I'li.solrf slots: You're not likely to 
find a spot in prime evening hours on 
the two biggest networks this spring 
unless: (1) you're at the top of the 
waiting list when a sponsor now on 
the air drops out, or 12) you can 
move into an existing program opera- 
tion as an alternate-week or partici- 
pating sponsor. 

At year's end, both NBC and CBS 
tv webs had the S.R.O. signs out at 
night, with CBS TV filled solid from 
7:30-11:15 p.m. NBC TV is filled at 
night with only the 10:30-11:00 p.m. 
spot on Monday open at presstime. 
On ABC TV, there are a total of five 
and a half hours unsold between 7:30 
p.m. and 10:30 p.m., Monday through 
Sunday, but these are expected to 
shrink early in 1955. Only Du Mont 
has plenty of availabilities. 

The two senior webs are virtually 
sold out in network option da) time 
slots, except for the normal turnover 
in participation shows. 

ABC TV and Du Mont have, at 
vear's end, a wide ehoice of daytime 
slots, hut have done only minimum 
work — so far — in developing daytime 
programs to put in them. Executives 
of these networks predict greater day- 
time tv sales in 1955. 

SPOT TV 



Hollar spending: Gross billings in 
spot tv climbed again during 1954, 
continuing a boom which began in 
1948. Forecasts made by reps and 
stations to the Station Representatives 



Association were that 1951 figures in 
spot tv would top 1953's by "about 
33 r /< ." Consensus of similar predic- 
tions made to the Central Research 
Department of McCann-Eriekson; "up 
about 20''*." 

According to McCann-Ericksou, the 
dollar value of 1953 spot tv hillings 
was $128.7 million. 

llltij the jump?: R e ps said that the 
inn eases in 1954 were due mostl) to 
these two basic trends: 

1. A general increase in national 
spot tv spending 1>\ individual clients. 
As the newer tv markets became active 
or reported growths in their tv circu- 
lation, client spending jumped as line- 
ups were lengthened to cover these 
post-freeze areas. Some clients like 
Bulova. the automakers and the big 
cigarette companies — jumped into 
man) new markets in 1954 almost im- 
mediately. Others waited until the 
cost-per-1,000 estimates fitted their 
own yardsticks and then moved in. 
These included the soap firms. Gen- 
eral Foods, General Mills and the ma- 
jor drug firms. Some sponsors, like 
Vick Chemical and Sterling Drug, 
switched budget funds from spot ra- 
dio to spot tv in 1954. Meanwhile, the 
over-all increase is likelv to continue 
in the coming year. 

2. Changes in spot tv rates. Rate 
reductions were Unknown in spot tv 
in 1954, except for some special satu : 
ration packages offered by hard- 
pressed stations in a few locales. 
In the older, pre-freeze tv markets, 
i ates jumped upw ard 5'/ to 10'/. ac- 
cording to reps, during 1954, chiefly 
in afternoon and late evening time 
slots, as audience sizes for these pe- 
riods grew. In the post-freeze tv mar- 
kets (or among some new stations in 
old markets I, there were other rates 
increases. For the most part, the per- 
centage figures of these increases were 
higher than among the "mature" vhf 
stations. Reps indicated to sponsor 
that these rate hikes — all of which 
were tied to growing station audience- 
— ranged from 15' r to 25' t . 

Kttte outlook: Some scattered rate 
increases among older t\ stations are 
anticipated by reps in 1955. The same 
sources predict a rise in rates among 
tv outlets in the post-freeze markets. 

These last increases will range wide- 
1\ . Uhf stations that face competition 
from several older vhf outlets, for ex- 
i Please turn the page) 




Thomas F. O'Ncil 

Mutual'* chairman predicts "Ic 
and vigorous life" for networl 
radio, cites fact that MBS 
starting 1955 with $9 million 
in new business. 



Sylvester L. Weaver 

NBC's "Pat" Weaver loots to 
development of color tv audi- 
ence as highlight of 1955, and 
continued development of new 
values and new patterns of radio. 





John Blair 

Veteran station rep and retir 
president of SRA sees excelle 
year ahead for spot media, 
provided programing and sell 
ing are left on a high level. 



Fred Gamble 

President of 4-A's feels 
growth of media spending, 
including radio-tv, is 
sharpening problem of find- 
ing, training agencymen. 



Paul West 

Radio and tv will play big 
role as "positive, dynamic 
factors" in sustaining na- 
tion's expanding economy, 
ANA president says. 
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ff <»i(/fif <>ii<'f/ <'oilif){<'f if i»n for audience 
led both NBC and CBS tv webs to jockey 
lineups which resulted in "bumping" of adver- 
tisers. Firestone went from NBC to ABC. 



ample, are tending to hold their rates 
as low as they can in order to attract 
new business. Uhf-ers in non-competi- 
tive markets, on the other hand, plan 
to raise rates in a pattern which has 
already heen established during the 
growth period of older vhf markets. 

Anticipated rate increases in the pre- 
freeze areas also won't be uniform 
throughout the day. That is, night- 
time rates are likely to be stable in 
1955 in the largest tv cities simply 
because the sets-in-use levels at night 
are now crowding closely upon the 
maximum possible figure. Morning, 
afternoon and late-night rates how- 
ever may go up — but only if gains in 
audience level-; at these hours are 
made by improved or additional pro- 
graming. (Thus ABC TV's plans to 
go into daytime programing in 1955 
may well tend to push up daytime spot 
rates in older markets — -if the ABC TV 
shows attract brand-new audiences and 
.-well the general size of total audi- 
ences during the day.) 




\«'H' VUflV was George Gobel who became 
big hit in own NBC TV show, frequent guest 
after relative obscurity. It was new demon- 
stration of tv s power to build personal ty fast. 



/Vt-fii/dfjt/iiiVx: The situation is ex- 
tremely tight now in the prime eve- 
ning slots, and will continue to be so 
during 1955, reps predict. Several of 
them told SPONSOR that the turnover 
in nighttime spot tv availabilities in 
the largest tv markets was seldom more 
than B f f and often less than 1^. Ad- 
vertisers scouting 1955 availabilities 
will find the greatest choice although 
even this will be limited — during 
morning, afternoon and late-night pe- 
riods. 

Spot tv films: There's a parallel 
boom in spot tv films — programs and 
commercials. Producers estimated, 
earlier this year, that the 1954 volume 
of tv film business would be about $60 
million — most of it in spot tv. 

Here as producers see it, are the 
main spot tv film trends for 1955: 
» A continuing rise in client spend- 
ing for spot film commercials. Busi- 
ness in 1954 was up about 10% over 
the preceding year, film sources told 
SPONSOR. A similar increase is expect- 
ed in 1955, with no levelling-off seen 
now. 

• Film commercial costs and film pro- 
gram investments by backers will con- 
tinue to increase in 1955, film makers 
forecast. Costs were up about 20°r 
last year over the previous year, for 
black-and-white films. The cost rise in 
1955 should be similar. Color filming 
will add anywhere from 20% to 50% 
to production budgets. 

• The battle behind the scenes in 
tv between the major networks and 
the spot tv interest for choice station- 
option program slots is going to con- 
tinue. Network shows have spilled 
over into late-night slots in the two 
biggest webs, often "bumping" spot tv 
film shows. Now, the networks are eye- 
ing the early-evening station slots as 
well: the new A'orfej show for East- 
man Kodak, for example, will be aired 
(in color, too) in the 7:00-7:30 p.m. 
slot on Wednesdays on NBC TV— tech- 
nically station time. Predicted trend 
in 1955: more syndicated film shows 
of the daytime variety, fewer intended 
for nighttime airings. 

• More multi-market film shows. De- 
spite the dime ul ties of finding station 
slot> for s\ndicated film, producers an- 
ticipate an increase of I5 f i or more 
in the total number of multi-market 
purchases of syndicated spot films. 

• More film shows on independent 
outlets. Stations like KTTV, Los An- 
gles, and WOR-TV. New York, have 



been setting the pace for non-network 
film airings. WOR-TV's every-night 
Million Dollar Movie (the same fea- 
ture film twice nightly) is starting 
1955 with a sold-out roster of eight 
major spot clients, each paving $4,000 
a week. Affiliates of ABC TV and DTN 
have caught much overflow film pro- 
gram business (from NBC TV and 
CBS TV affiliates) at night and during 
daytime periods, and will probably 
continue to do so in 1955. 




Situation vometlles weren't inevitable 
hits though "Halls of Ivy" on CBS TV is estab- 
lishing itself. Several other new situation shows 
were dropped after only few months on air., 

.\ETWOUK MA II I O 
Dollar spending: The downward 
trend of network gross billings con- 
tinued in 1954, with most of the tv- 
caused drops occurring in nighttime 
revenue of the major radio networks. 

Publishers Information Bureau fig- 
ures for the first 10 months of 1954 
make the over-all trend clear when 
compared with 1953 figures:: 

Network First 10 mos. '54 First 10 raos. '53 
ABC $24,199,694 $24,173,422 
CBS $45,567,675 S5I.422.613 
MBS $17,141,113 $18,940,801 
NBC $28,106,616 $38,145,994 

sponsor's own predictions for the 
12-inonth grosses of 1954: 

ABC: $28 million: CBS: $54.5 mil- 
lion: MBS: $20.5 million; NBC: $33.7 
million. (These predictions are based 
on forecasts from sales executives of 
all four radio webs. Like the P1B 
figures the\ are made on the basis 
of mid-1954 discount structures, be- 
fore discounts reduced rates, since PIB 
%%ill not change its reporting until af- 
ter January. Actual net figures for 
time are lower because of discounts. I 

Compared with 1953 year-end fig- 
ures, all four networks dropped off. 
but not evenly. NBC and CBS Radio 
showed the largest drops: 34' J and 
14.5 r < respectively. Mutual (down 
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10%) and ABC Radio (down 4%) 
showed the smallest 
drop: 17-5%. 



Total hillings 



New disemtnts: Gross billings for 
1954 don't reflect an important change 
in network-level prices which will con- 
tinue in 1955. NBC and CBS radio 
webs revised their discount structures 
in August to give nighttime advertis- 
ers an additional 20% off. ABC Ra- 
dio in September completed an ar- 
rangement whereby day and night 
rates are virtually equal through larg- 
er nighttime discounts. Mutual will 
release a similar new discount struc- 
ture early in 1955. All of these dis- 
counts reduce actual network earn- 
ings on gross revenue. 

Behind-the-scenes developments in 
network radio, as SPONSOR went to 
press, included still another basic 
change in rate policv. The change 
may come about,, by all indications, in 
1955. 

The major networks are consider- 
ing, in various forms, plans that gen- 
erally go like this. Discount structures 
whereby an advertiser may actually be 
paving only 50% of the gross time 



charge (due to dollar volume, con- 
tiguities, frequency or nighttime re- 
ductions) may be changed so that ad- 
vertisers are actually billed for what 
amounts to "net" timp purchases. 

Network thinking behind such 
moves, it was said, is that fa) it will 
make network pricing "more realistic" 
and avoid much waste motion in sales 
presentations, and (b) it may act as 
a new diplomatic weapon for networks 
to use in setting lower network affilia- 
tion compensations. 

Client spending: The rank order of 
the top 10 clients In terms of gross 
network spending, and the names of 
these clients, is a familiar one. For 
the first half of 1954 the list was as 
follows: 



Client 
Procter & Gamble 
Miles Laboratories 
Colgate, Palmolive 
Gillette 

General Foods 
l ever Biol hers 
Sterling Drug 
American Home Prod. 
General Mills 
Swift & Co. 



1st ball '54 gross 
SG 0.13.705 
S3.C54.42I 
<1 1.5.764 
S2 .754.840 
S2.429.887 
«2 :!fi7 004 
S2, 100.701 
SI. 888.709 
S 1,598.737 
SI, 658,509 



It's interesting to note that the ad- 
vertisers in first and third place at 
mid-year — P&G and Colgate — are al- 



so bellwethers in network tv gross 
billings. And. many of the other lead- 
ers in network video are still at the 
top of the heap in network radio. 

Sales trends: Advertisers, according 
to network radio executives, can ex- 
ppct to see in 1955: 
» More network radio participation 
shows. There are 16 "spot carrier-;" 
on networks today. NBC Radio's 
"Three Plan" picked up new business 
in 1951; so did CBS Radio's revived 
"Bower Plan." Mutual's new opera- 
tion with "Multi-Message Plan" land- 
ed billings from clients ranging from 
Camels to Scandinavian Airlines. 
• More news strips. The small-unit 
show, often as part of a big saturation 
package, is firmly established. There 
are more than 40 five-minute shows 
on the networks. NBC Radio's daily 
five-minute news strips with Ben 
Grauer and Mary Margaret McBride 
have been sold to advertisers like Im- 
drin, Calgon. Starkrst. and Q-Tips. 
Kraft picked up the S. C. Johnson 
news shows (five daily) on Mutual. 
Weekend and nighttime news packages 
(Please turn to page "">) 



SPONSOR postcard surveys show color facilities growth in past six months 



Two postcard surveys on station color facilities were conducted 
by SPONSOR this year, one in June (bottom chart), the second 
early this month. The six-month interval highlights the growth in 



outlets telecasting network color. All stations on air were queried 
in both surveys. Answers to the second survey came from 170 sta- 
tions, representing a good cross-section of the nation's tv outlets. 
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STATIONS WHICH EXPECT TO BE EQUIPPED BY 



NETWORK COLOR TELECASTS 

SPOT TV COLOR 

1. COLOR SLIDES 

2. COLOR FILMS 

3. LIVE COLOR SHOWS 



JUNE 1954 



NETWORK COLOR TELECASTS 
SPOT TV COL OR 

1. COLOR SLIDES 

2. COLOR FILMS 

3. LIVE COLOR SHOWS 



EQUIPPED 
NOW 


FIRST HALF 
OF 1955 


END OF 
1955 


1956 OR 
LATER 


NO DEFINITE 
COLOR PLANS 


53.5% 


17.1% 


6.5% 


1.2% 


21.7% 


7.7% 


15.9% 


14.7% 


3.5% 


58.2% 


5.3% 


15.9% 


15.9% 


3.5% 


59.4% 


4.1% 


1.8% 


5.9% 


6.5% 81.7% 




STATIONS 


WHICH EXPECT TO BE EQUIPPED BY: 


EQUIPPED 
NOW 


END OF 
1954 


END OF 
1955 


E"0 OF 
1956 


NO DEFINITE 
COLOR PLANS 


32.8% 


38.8% 


5.2% 


1.5% 


21.7% 


2.4% 


T7.3% 


19.6% 


0.8% 


60.0% 


0.7% 


18.8% 


18.8% 


0.77c 


60.0^ 


1.6% 


4.7% 


15.7% 


4.0% 


74.0% 
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ADELAIDE HAWLEY (CENTER) IS BETTY CROCKER IN RADIO SHOW, TV COMMERCIALS 




IVine programs per week carry best-known 
Iionieinaker into 7.2% of the nation's homes 



IT TAKES many minds and hands to make the far-flung Betty Crocker operation run smoothly. 
Among ley people in team are (I. to r.): S. C, Gale, vice president, director of advertising; 
C. S. Samuelson, advertising manager, Grocery Products Division; A. W, Wilbor, coordinator 
of Betty Crocker activities; Janette Kelley, director of the Home Service Department 




./mmid tire glittering array of radio- 
tv shows that wear the banner of Gen- 
eral Mills is a modest little radio pro- 
gram that runs only four and a half 
minutes and involves only two per- 
formers. It consumes a comparative- 
ly small part of the fund» that go into 
the air media and these get a ma- 
jor chunk of the 1954 advertising bud- 
get of S2 1,000,000. Yet: 

1. It takes the combined efforts of 
seven advertising agencies and the 
company's home sen ice department in 
Minneapolis to produce the show and 
its commercials. 

2. It has been a factor in shaping 
the trend toward more five-minute net- 
work radio packages by demonstrating 
the effectiveness of the "scatter" ap- 
proach. 

3. It is the only air program built 
around the chief public spokesman for 
General Mills, a personality in whose 
development the company has in vest- 
ted over 30 vears and more than 
Si 00,000,000. 

The spokesman in question is Betty 
Crocker, a symbolic figure who repre- 
sents to the female audience an ideal- 
ized self-projection of the perfect 
homemaker. Her show, Time for Bet- 
ty Crocker, can be heard on 320 ABC 
radio station* under the following un- 
orthodox schedule: 8:55 a.m.. 2:30 
p.m.. 4:25 p.m., on Monday, Wednes- 
day and Friday. Three programs per 
day. nine per week. 

Behind this scatter schedule and 
short program length are the follow- 
in si factors: 

An audience is primarily interested 
in entertainment, will not flock to a 
service show in any great numbers. 
Yet Betty Crocker, whose essence is 
sen ice, can only be associated with a 
service show. Moreover General Mills 
has found that a 15-minute senice 
show i s not likely to win an audience 
that is appreciably larger than that 
which listens Jo a five-minute service 
show. 

General Mills has sought the most 
efficient, economical wa\ of reaching 
large number* of homes. The five- 
niinute show schedule is like a net 
flung out to reach a large unduplicated 
audience ov er a period of time. A spe- 
cial Nielsen >tudv for a week in No- 
vember 1953 showed that the program 
reached 7.2 r r of all l T .5. homes, with 
each home reached an average of 1.8 
times. \n ABC estimate of the month- 
ly audience came to about 18^: this 
would mean 8.100.000 homes. The 
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Nielsen study revealed in addition that 
the greatest appeal of the show was 
to homes with large families (11.4%) 
and young housewives (9.7%). 

The nine programs come in at low 
cost for General Mills because of the 
discounts it earns with its other shows 
on the ARC Radio network. For the 
advertiser without such programs, the 
package would run roughly $14,000 
for time weekly, according to ABC; 
three daytime 15-minute periods would 
run about $11,400. These are net fig- 
ures, after normal discount, figured 
on a 52-week basis. Talent and pro- 
duction cost for the shows is about 
$2,400 weekly. 

The ABC research department points 
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out that the average daily soaper racks 
up a 6.5 weekly net Nielsen rating, as 
compared with the Betty Crocker net 
of 7.2, and costs considerably more, 
averaging between $19,000 and $23,- 
000 for time. 

Neither company nor agency is un- 
der any illusion that the five-minute 
show- can build the same kind of loyal 
audience developed bv the longer pro- 
gram. Assistant to the director of 
tv and radio programing, Margaret 
Kemp, explains that the short pro- 
grams catch listeners much as do an- 



nouncements, except perhaps for the 
morning period, which appears to have 
a more stable listenership than the 
others. Even if a woman is not seri- 
ously interested in a recipe show, Mar- 
garet Kemp points out, it is so short 
that a woman is ju-t as likely to let it 
run its course as turn it ofl. 

Still, listener interest is more serious 
than many might expect, as indicated 
by the consistent mail pull of approxi- 
mately 1,000 letters per week, a mail 
pull, incidentally, almost as good as 
that enjoyed by former Betty Crocker 
shows before the advent of tv. 

Seven agencies; How seriously Gen- 
( Please turn to page 81) 



Script for Hetty Crocker program is model for integration of selling and programing 



Here's an example of how to tie product and program together so 
naturally they seem like one unit. Product in script below (20 Octo- 
ber) comes in with mention of dessert in easy, acceptable fashion. 
Use of male voice helps to male transition smoothly; Elliot also serves 



to vary voice diet and give male point of view. Note functional char- 
acter of copy; it delivers what program promises, a real service. Copy 
is tight, "loaded" with useful information, yet easy to follow. High 
points stand out. It is in Veeping with Betty Croclcer personality 



WIN ELLIOT: It's time for Betty Crocker . . . and here she is . . . 
America's First Lady of Food . . . your BETTY CROCKER . . . 
brought to you by GENERAL MILLS. 

CROCKER: Hello everybody. Once again it's time for us to talk 
about "something different" to help you drive that old monster 
monotony right out your kitchen window. 

WIN: Betty Crocker, the Elliots have tried all your "let's be differ- 
ent" tips and take it from us, monotony doesn't stand a chance. 
CROCKER: Why thank you, Win . . . Now I'm sure there isn't a 
mother living who doesn't realize that though families may coax 
and beg for something different for supper tonight, it better not 
be too far off the beaten path or they'll eye it with suspicion. Well, 
our "let's be different" trick today is an entire supper which brings 
your family some of their old favorites livened up with new twists. 
And this is it: Noodles Cantonese which I'll explain ... a salad 
of lettuce wedges with horseradish mayonnaise . . . and for des- 
sert . . . 4-Square Fudge Cake, each serving drowned with a scoop 
of cherry-studded ice cream. 

WIN: Betty Crocker, Mom won't have to call anybody tw T ice to a 
supper like that. 

CROCKER: Doesn't it sound good though! You know we've found 
that noodle casseroles are popular with most families. But they 
can become pretty humdrum unless we're careful to vary them. 
And our Noodles Cantonese recipe from my new Good and Easy 
Cookbook does just that . . . 

WIN: Hey, from all I gather, Betty Crocker, the gals are really 
going for all the recipes in that new cookbook of yours. 
CROCKER: Yes, Win; and the recipe for Noodles Cantonese is 
typical. Here is the way to make this tasty dish: brown half a 
pound of lean pork, cut in slivers, in a little fat or oil and season 
with salt and pepper. Add about a half cup of water and cook 20 
minutes. While the meat simmers, cook a four-ounce package of 
noodles. Then combine the meat, noodles, some chopped celery, 
thinly sliced fresh or frozen green beans, some grated onion and a 
couple of tablespoons of soy sauce. You know crisp vegetables are 
characteristic of Oriental dishes, so after everything's put together, 
cook for only about 5 minutes more. You'll have servings for four. 
WIN: And there's one casserole that's got good he-man eating in it. 
CROCKER: Yes, it's a real filling dish aU right. Of course there's 
nothing startingly "different" about today's salad of lettuce wedges 



. . . but there's newness in the dressing . . . it's mayonnaise with 
the zip of horseradish added. Just remember, if you fix the dress- 
ing ahead of time, it will become nippier as it stands. 

WIN: Say, with all these new taste thrills, I'm sure glad there's 
something familiar about today's dessert. 

CROCKER: (CHUCKLING) You mean the fudge cake of course. 
And our 4-Square Fudge Cake is unusually good . . . it's moist and 
rich and chocolatey . . . it's a cake men love. The recipe is now 
appearing in Gold Medal advertisements in October magazines or 
yon can drop me a postcard request for it. 

WIN: Just write Betty Crocker, care of General Mills, .Minne- 
apolis, Minnesota. 

CROCKER: To carry out the "let's be different'' theme, I thought 
you'd like to top each serving of 4-Square Fudge Cake with a scoop 
of ice cream that has bright red cherries through it. 
WIN: But no ice cream could be quite as good a« that marvelous 
Gold Medal Cake. Rita tried it out the other night when we had 
some folks in, and you've never heard anything like the compli- 
ments. The women all wanted the recipe, and the men — well, they 
wanted second and third helpings. What a success! The crunchy 
nuts in that moist, chocolatey, rich, tender . . . delicious cake 
. . . timmmm mmmmmm. 

CROCKER: (CHUCKLES) Win, you've just been describing what 
we like to call "that good Gold Medal texture!" For a cake you've 
summed it up perfectly. And, Gold Medal texture is "just right" — 
with everything you bake. In pie crusts it's flaky ... in biscuits 
and hot rolls it's light and tender-crusted ... in cookies it's chewy, 
crisp or soft . . . whatever you like! 

WIN: And, folks, Gold Medal gives all these "just right" textures 
because it's milled so fluffy light and fine. That way extra smooth 
Gold Medal can blend smoothly . . . blend to perfection, in fact! 
. . . with all your other ingredients. 

CROCKER: 1 should say. So, for real baking success, for wonder- 
ful texture with every thing you bake, depend on Gold Medal Flour. 
WIN: Well. Betty Crocker. It looks like time's up. 
CROCKER: So it is. Win. But we'll be back thi~ afternoon. Per- 
haps you can joins us then. I'll be expecting you. 
WIN: TIME FOR BETTY CROCKER h a service for homemakers 
. . . brought to you by General Mills. 
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Bolli have exclusive strong points. If they ilon i pay off, f?x«! mints 3 «»*ir s£i 




GEO RGB A UK AM S, vice president 
of the mock Drug Co., feels that 
advertisers often reject radio or tv 
on t lie basis of one initial Hop, 
"never fully recognizing that the 
message might have been weak or 
their utilization of these media in- 
correct. 1 Ye written this piece to 
try to correct the erroneous 'first 
look' which many advertisers give 
radio-tv. Block Drug is a heavy 
air-user, has cancelled web tv in 
favor of spot tv, spot and net radio. 



jfM s k \ourself this basic question and 
you'll tome up with an interesting an- 
swer. The question: How do adver- 
tisers look at radio and television as 
ad vertising m cdia ? 

1 he answer, in one word, errone- 
ously ! 

I his is m\ sincere conviction after 
work with both media intimaleh on 
both a network and spot basis. More- 
over, the conviction has grown that 
we are dealing with media worlds 
apart in operation, performance and 
results. 

With this conviction has also come 
the opinion that the bureau- repre- 
senting these media still have a mam- 
moth job to do. \ job. in e--ence. 
which require- ca»e historv rnabsis 
of how advertiser* base sncre— fnllv 
u-cd each or both of these hard sell- 
ing media. 

1 lie -imple-t analog) I can give \ on 
is to lake vou into my garage and 
show vmi two rake-. One is a bamboo 
rake: the oilier, a melal one. In ap- 
pearance, thrv both look vcrv ninth 



alike. In action, they perform some- 
what the same. But in result, they are 
completely different and accomplish 
different objectives. 

Radio and tv, like these tools, have 
a similar look to the average advertis- 
er. Roth are media which perform as 
wireless communication. \ et, each ad- 
vertiser has bad his own personal ex- 
periences which have probably led him 
to favor one or the other. 

We javor both! 

And the reason is simple. 

We have learned that radio can do 
jobs for us thai are impossible for tel- 
evision and the opposite is also true. 
Radio, for example, can deliver homes 
at a cost of 50tf.per-l.000. If we buy 
television at ?1.75-per- 1. 000 we feci 
we're doing prellv well. So on a co>l 
basis a basis of Just reaching sheer 
thousands of human beings it's bard 
to beat radio. \nd. that's true whether 
vour medium is newspapers, maga- 
zines, or television. 

And this is one place, 1 contend, 
thai the radio people have done a 



poor job of public relations. 

When v ou can reach an American 
family for 1 20 of a cent why not tell 
every advertiser in America about it: 
and as loudly as possible. Even a gov- 
ernment postcard today costs you two 
cents, but that's unaddressed and un« 
distributed. Why, for that 2c alone, 
radio can bring a message into 40 
homes — not a single home! 

But this low cost leads to another 
advantage — repetition. 

If my commercial message is only 
costing me 5()tf-per-1.000 each day thai 
it goes on the air, then five messages 
a week are costing me only $2.50. 
How inexpensive can vou get? How- 
low can vour advertising cost become? 

Now these are two reasons we stil! 
use radio. \ot to the exclusion of 
other media, but as a supplementary 
tool which accomplishes specific, im- 
portant objectives. In the drug busi- 
ness, repetition is one of the basics. 
Ask am small space advertiser. He'll 
i nn those 14-line ads as many limes a 
week and in as many publications a 
week as his budget will allow. 

And radio can deliver repetition in 
a way no other medium can. Not just 
day after dav advertising, but the im- 
pact of a full page each lime it come' 
into a living room, a kitchen or ai, 
aulomobile. When that annonneemen 
is on the air. there is nothing elsr 
present, advertising-wise, at that mo- 
ment. So vour single announcement is 
not onlv hitting with full-page impact 
dav after dav. but also arriving psy- 
chological!) at the lime vou want i| 
to arrive. 

This hist point— the psychological 
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ge, advises ad manager 



moment — is one too easily forgotten 
by the average advertiser. But its les- 
son was learned by us the hard way. 
by spending advertising dollars at va- 
rious hours of the day and finding 
some periods better than others for 
converting listenership into sales. 

now, for radio, we have three 
big plus signs: low cost-per-1.000. 
repetition and the ability to arrive at 
the right moment. 

But there are still others. Cover- 
age, for example. 

Coverage, A word we've almost for- 
gotten in all the excitement and glamor 
of television. Let's look, as Al Smith 
rightly advised, at the record of radio 
coverage. 

First of all — national coverage. Yes, 
national. Sweeping coverage, if you 
want it. of virtually every home in 
these United States. Coverage that 
goes beyond the mere statistics of 45,- 
000,000 homes. Coverage that means, 
actually, that you can reach deep down 
into every little village, hamlet, farm- 
house and city in America — if you 
want to go that far. 

And coverage, too, that isn't con- 
fined, as it used to be, to the set in 
the living room. But programs pour- 
ing into the kitchen, bedroom, and 
barn. Programs that hit you while 
you're riding in the car or lying on 
the beach or having lunch in a diner. 
In one word, it's everywhere. 

What medium on earth can make 
that boast? 

So for the advertiser who uses this 
tool of radio to sell his merchandise 
he has these assets to help hiin make 
that sale. He's got low-cost advertis- 
ing. He's got the power of economical 
repetition. He's got coverage; deep 
down penetrating coverage. And he s 
{Please turn to page 70) 



Five radio strong points as seen by Block Drug 

Listed below are the reasons why Block Drug uses radio. The 
firm's ad manager, George Abrams, stresses in accompanying 
story that while radio and tv look similar, radio can do a 
job that's impossible for tv to do and vice versa. He finds, 
however, the radio industry weak in promoting its low eosl 




Radio has specific uses 

A bamboo rake and a metal rake 
look very much alike in appear- 
ance but are used to accomplish 
different objectives. So with 
radio and tv : they have many 
similarities, do different jobs 



Radio cheaper than a postcard 

Radio enables an advertiser to 
reach an American family for 
1 /20 of a cent. A government 
postcard, unaddressed and undis- 
tributed costs 2e ; for that 2c, 
radio can reach into 40 homes 





Radio has full-page impact 

In the drug business, repetition 
is one of the basics. Radio is 
expert at delivering repetition — 
not like a small-space ad but 
with full-page impact each time; 
nothing else is present 



The right psychological moment 

With radio's wide flexibility, 
an advertiser's message can be 
placed at just the time he wants 
it to be heard — at the psycho- 
logically best period for convert- 
ing listenership into sales 





Sweeping national coverage 

AVith radio, an advertiser ean 
reach virtually every home in 
the V. S. This coverage also 
reaehes all the rooms in the 
house, gets to people while 
they eat. drive, relax, work 
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Tricky animation and "busy day" chant of Jcll-0 commercial were commended 
by m.iny admen. )WT copy head Ed Craham sums it up: "A great combination 
of entertainment and sell. Catches your attention, holds it and sets you up 
beautifully for the sales message. It's original, and represents a new point 
of view on food commercials. Has a definite appeal to women, I'm sure." 
VL-rnry, Youne & Ruble-am; animation. Ul\\ Prwl; general use 




v 




Ed Sullivan and Julia Meade are believable salesmen, which is probably why 
they arc so effective, feels Robert Kirschbaum, radio-tv copy head at Crey. 
"I like the Lincoln-Mercury commercials just about all the time — it's that 
indefinable thing called 'personality' I guess. I like, too, the creative twists, 
especially when it comes to viewing a car through a woman's eyes." 
Anenry, Kenyan & Ivkliardt; film by Van I'raait I'rod; Used on "Toast of the Town" 



1 like this tv conimercial because . 

\flmeu name commercial* clone by competitors which they feel are tops 



What's flic tv commercial yon consider best and 
why? sponsor put that question to a group of 
agency men )cJio themselves work intimately 
with commercials. Only proviso', admen couldn't 



name a commercial from their own shop. The 
10 commercials selected arc a cross-section of 
the best being done today, including commercials 
done recently and tliosc in use several seasons. 



^4: 



"]ust about like nothing I've ever seen before, " is how E-Z Pop Popcorn ani- 
mated iingle strikes William Colihan, Jr., Y&R tv commercial dept. mgr.: "I 
can only say that it's tremendous. It's a remarkable integration of charm 
and sell, thoroughly delightful, yet it puts icross a sales message. Why is it 
so good? Let's face it, how docs one adequately describe the ineffable?" 
Aarenry. Cunntnenam A Walglr; animation, Sioiyboards. Jnc ; spot campaigns 




Drawing Shcaffcr's Snorkel Pen across a white glove is a "startling and effec- 
tive demonstration," says Stanley Lomas, Wm. Esty copy chief. "You get a 
clear idea, too, of how easy it is to fill. I think ad is tops; brief, direct, with 
close-ups cf main elements. It itays on sell all the way. Copy reinforces 
video, and hard-sell takes over where visual can't show idea. It sold me." 
Aftney. llussel M Seeds; dim by Five Star Trud; used on "Jarkle Gleason Show" 
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Ajax's little scrubbers who chase the dirt down the drain are fun to watch, 
says Tom MacDonald, FC&B's director of broadcast planning. "A soap com- 
mercial is not easy to make interesting. But the Ajax jingle succeeds. It's 
entertaining, easy, pleasant to listen to. And it shows the product in use in 
an interesting way. It's good advertising when a soap commercial does that." 
Agency, Bryan Houston; animation, John Sutherland Prod; C-P network shows 




"For wcek-in-week-out excellence, Kraft commercials are hard to top," says 
Ned Smith, Raymond Spector copy chief. "You're right in there with the 
product every tima. There are no distractions from the main point. You Ret 
fine, clear close-ups of food in preporation, beautifully lit — dishes look good, 
make your mouth water. A good mixture of demonstration and commercial." 

Agency, J, Walter Thompson; used on "Kraft Television Theatre"' 





One of the most fascinating commercials in years was a recent public relations 
effort by Ceneral Electric, says John Sheehan, C&W director of radio-tv. "The 
story of how the company protects its employees against the danger of atomic 
radiation was completely absorbing. Here were the Ceiger counters, intricate 
equipment, fantastic suits — a factual account of a serious subject. A good job." 
Agency, BI5DO ; used on "The General Electric Theater" 



"It's not very appealing, but it sure convinces you," is the way D'Arcy copy 
chief Tom Carpenter describes effect of Amm-i-dent Toothpaste pitch showing 
acid dissolving tooth enamel. "I like the commercial because it tells you a 
straightforward, factual story, it documents its case. The demonstration is not 
a pretty thing, but it's powerful. Combination makes for potent sell. ' 
Agency, Harry B. Cohen; film by Robert Lawrence Prod: used rm "Dancer." spot tv 




'That animated sex figure," is how Michael Levin describes "today's new 
Muriel." Erwin, Wasey's r-tv head considers that "the gimmick is simple and 
effective. There's no question but that the insinuating lines and movements 
of Muriel do a job of reaching out and grabbing hold of the viewer. The ad 
is suggestive, melodic, easy to remember, way above usual cigar advertising." 
Agency. Lennen & Newell; Shajiius Culhane Prod; hitchhike, "Truth or Consequences" 




"One idea rather than a dozen," that's the secret of the power of the West- 
inghouse commercials, says William Lewis, Ceyer's director of radio-tv. "Betty 
Furness concentrates on one major product idea, punches it home with a con- 
vincing demonstration. You go away remembering what she said and showed. 
Other commercials I've seen throw a dozen ideas at you in half a minute." 

Agency Mi'Cann Ernkson; used live on ' S udio One" 
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PART 2 

of a two-part scries 




Account executives and ad managers are more critical than tiiiicbuyenl 



/ he role plavcd b) clients and non- 
niedia agency people in choosing ra- 
dio and tv stations for a network show 
or spot campaign varies, but it is often 
a vital one. 

In the first place, their knowledge 
of the strong and weak points of air 
ontlets often rivals that of the time- 
bnver. Some of them have time buy- 
ing backgrounds. Many ad managers 
have a personal knowledge of their 
important markets gained from trav- 
els around the country and can rattle 
off a surprising amount of informa- 
tion about as man) as a dozen stations 
in a single market. 

Secondly, where the choice of a sta- 
tion invokes a lot of money or is criti- 
cal from a sales point of view, the non- 
media people inevitably get involved. 
W bile the timebuyer's voice is impor- 
tant, the deciding opinion may be 
-bared bv several executives. 

On certain accounts the decision- 
makers behind the timebuyer are al- 
most totally responsible for the choice 
of stations. lehing on t lie timebuver 
for the recommendations and prelim- 
inary detail. On one $5 million ac- 
count, for example, the president of 
the firm and the account executive 
confer o\er all important Inning de- 
cision*. 

Stations, therefore, usually aim their 
advertising at non-media personnel in 
addition to the man who actuallv 
place* the order the timebuver. 

In thi< second and final storv oil 
what the Inning side of broacVaM ad- 
vertising thinks is effective station ad- 
verti-ing in the trade pies-, sponsor 
di.-( lo-c* how the non-media element 
feel-. (For the >lorv on timcbu\ er-. 
-ee "\\ hat tiinehnvers want in radio- 
tv ad-."' SPONSOR. \'A December IT) I. 
page 12.1 



The non-media field is a big terri- 
tory and sponsor roamed over it free- 
ly. Conversations were held with ad- 
vertising managers, brand managers, 
their radio-tv experts, account execu- 
tives, radio-tv account executives, ra- 
dio-tv department heads, air program- 
ing and production executives, plan? 
board members. 

As with timebuyers. there is no 
single, overriding lesson to be learned 
from this roundup of opinion, flow- 
ever, not only do certain attitudes 
stand out but there were interesting 
differences and similarities between 
the media and non-media people as 
well as between the agency and client 
personnel. 

While not able to measure it in 
terms of percentages, SPONSOR detected 
a more critical attitude about station 
advertising among the non-media peo- 
ple than among timebuvers. 

This was particularly marked in dis- 
cussions of the general character of 
station advertising. Most of the ad- 
vertising managers, for example, felt 
that station advertising lacked imagi- 
nation and some thought it was down- 
right dull. This can possibly be traced 
to the fact that ad managers are deep- 
ly involved in print consumer adver- 
tising for their own products and so 
consider station trade advertising a 
poor second in quality by comparison. 

The ad manager for a leading ciga- 
rette s ai(l: "Station advertising lacks 
a certain warmth. To me, it has a cold, 
institutional air. This is not necessary. 
I'm sure there are plenty of stories 
stations of all sizes can tell about them* 
^elv e* which w ould impart a kind of 
warmth to the ad. 1 think some sta- 
tion> should add a touch of glamor 
to the operations, too. I'd be im- 
pre-sed bv that." 




WZZZ > 

Sold 

500% [ 

moreicB crtam! 



WZZZfe" 



IMAGINATIVE ADS: Ad managers criti< 
what they called lack of imagination in st, 
trade ads, tended to compare station ads 
their consumer print advertising. They i 
more warmth, greater human quality an 
certain cases, glamor. Ad managers felt la 
variety was worst fault of station trade 



And here's what a large watch firm 
ad manager said: "There's a terrific 
sameness about station advertising. 
The ads looks all alike to me. There's 
seldom an effort to impart a qualitv 
of differentne->. I guess that stations 
have a low- production budget for their 
trade ads becau-e of the low price of 
the trade paper space but 1 don t think 
that's a pood excuse for cruditv." 



'At 

U 1*1 
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Ijo-tv trade ads 



How timebuyer opinions of station trade ads compare 
with those of non-media agency and client personnel 

As pointed out in previous story of this series, tiHieliliycrs stressed 
that tli*' hest kin<l of station ad\erti»iiig is that which picks some 
unique attribute of a station ami refloats it over and over. It was 
emphasized that no more- than one or two points should he used. 
Non-media agency and client decision-ma kers (especially ad managers) 
called for more imaginative advertising lint didn't lay down any 
specific rules ah<int how this imagination should he put to work, except 
that is was felt ads should have more glamor or warmth. In many 
categories, there was agreement. Generally, the use of faets was 
emphasized and there was a wariness of exaggeration. 




2TUAL ADS: Importance of reliable facts in 
1 was stressed by both client, agency executives, 
fions were urged to point up the facts which 
f how an outlet can sell client's goods. This 
phasis was found among ad managers, too, even 
ugh they stressed imagination so much. The 
irviewees wanted result stories well documented, 



MARKET DATA ADS: Reaction to market ads was 
mixed. Agency programing and production people 
were not interested in them. But many account men 
were, especially if the data showed newsy facts 
about a market, such as a big corn crop or the 
discovery of oil. Ad managers generally like to 
use their own sources for getting market data 



MAIL-PULL ADS: There was no great interest in 
mail-pull ads. Some agency, client executives said 
mail pull was an unimportant measure of the value 
of a station. They felt almost any outlet can 
show mail-pull figures of some kind. Where ads 
show some really astronomical figure for mail pull, 
however, some said they would be impressed 



Said an ad manager of an impor- 
tant drug firm: "Station trade paper 
advertising is very mediocre in qual- 
ity. The ads often need the touch of 
a professional. A good example of the 
kind of ads stations should try to 
emulate ate the trade ads run by 
BAB." 



W hile agency people did not feel as 
strong! \ as sponsors on this subject 
numerically speaking, that is — there 
were many who agreed. One of the 
strongest opinions came from a top 
agency programing executive and 
plans board member who got very 
vehement as be said: 



"All the station ads melt into one 
blob as far as I'm concerned. You 
can bardK tell one from the other. I 
think stations should use more sophis- 
ticated layouts to attrart attention. 
More imagination is definitely needed. 
The kind of thing I have in mind are 
I Please turn to page 83 ) 
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Flexible 
commercials 

Tin re's no nerd 
to run same commer 
cial on civ ri/ station 
in sponsor's lineup when 
tie vscs spot film. Announce- 
ments can be pri pan d to 
meet cvciy local marketing and 
distribution condition. Clttnts with 
number of products ran emphasize 
different one in each area 



Market choice 

Sponsors can taitor thnr buying 
to individual marl* t nig problems, 
u hither tin 11 nr f-d four markets 
or 100. Some nied < xtra 
markets to n infarct national 
ruler riming ; souu ntcd 

only a ctrtain region 
where their distribution 
is heaviest ; static 
need only a ft «■ 
areas ulitrt sates 
tire neat.- 



Often costs 
less 

Cost of buying spot film 
shows frrquently is less than 
network or local hie productions 
J his is because there are no cable 
charges to pay and because cost o 
production of a syndicated film shl 
i-i spread over many advertisers am 
over a period of months or years 



Quality production 

The same Iv stations air shows of 
both the biggest national sponsors 
and the area's regional advertisers. 
Problem for regional accounts: 
lloiv to look as big as 
national competition. 
Syndicated film, many 
arc finding, gives 
quality within 
their budgets 




Time 
slot choice 

Closely akin to 
advantages of mar- 
ket choice (above) are 
the advantages of select- 
ing exact station in each 
market — and the exact time 
on the station. Time periods best 
suited for presentation of the 
product in, each market can be bought 



Station assistance 

Because stations get about 70% of 
their card rates for spot tv 
programs, as opposed to roughly 30' 
from network shows, they're 
usually willing to give 
sponsors extra promotion, 
merchandising help. 
Perhaps biggest 
factor ts time 
clearance: most 
outlets will try 
to ctrar Class 
"A" time 



FALSTAFF Brewing sponsors 
MCA-Tv's "City Detective" in 
over 70 markets for third yc3r 




PURE OIL Co. buys NB| 
Film Division's "Badse 
to cover belt of 29 



How to use multi-market film shows 



Clients take film route to cover a limited region, to supplement 
network programs, or for complete national tv coverage 



J'J^hat can you buy if . . 

1. You're interested in covering just 
one region of the U.S. with your own 
television program. 

2. Or you want to cover the whole 
country with a show but you consider 
network television too restricted. 

3. Or you're on network tv now 
but one program isn't enough in some 
of your most important markets. 

Increasingly the solution for all 
three problems has been the film 
show placed on a multi-market spot 
basis. 

Late last month, for example, Bal- 
lantine Beer bought Ziv's Eddie Cantor 
Ccmedy Theatre in 25 markets (via J. 
Walter Thompson). The buy matches 
Ballantine's regional distribution areas, 
is a continuation of the spot film phi- 
losophy for Ballantine; it had spon- 
sored Sheldon Reynolds' Foreign In- 
trigue for four years previously. 

A national account, Tv Popcorn, 
started on the air a few weeks ago 
over a total of 115 tv stations, using 
CBS Tv Film Sales' Annie Oakley (via 
Sherwin Rogers, Chicago). The agen- 
cy cleared weekend time on most of 
the stations in what it reports were in 
the main highly desirable slots. 

Two network advertisers, Coca-Cola 
and Kellogg Co. (Coke sponsors Eddie 
Fisher on NBC TV, Kellogg buys in- 
to CBS TV's daytime strips) each 
bolster certain markets with their own 
spot-placed film shows, Coke places 



its Kit Carson in about 40 markets; 
Kellogg spots Wild Bill Ilickok and 
Superman in more than 50 markets. 

These are just a few of the dozens 
of national and regional advertisers 
using film shows on a multi-market 
spot basis. In addition to those who 
buy programs from a syndicator, there 
are many additional advertisers who 
have had their own shows produced 
for them. One of the best-known is 
the Pacific Coast Borax program, 
Death Valley Days, produced by Mc- 



film 



Cann-Erickson and now telecast over 
70 stations. Hartz Mountain Products 
places its Adventures of Captain Hartz 
on 25 stations. Colonial Stores, Inc., 
spots Nancy Carter s Cook Book in 14 
markets. 

And the newest approach to multi- 
market film is the Guild-Vitapix opera- 
tion. 

Cuild, a tv film producer and syn- 
dicator teamed up with Vitapix, a 
corporation of tv stations banded to- 
gether for mutual film programing. 
Under the G-V plan, Guild will 
produce and sell film programing to 
national spot advertisers and Vitapix 
will clear the time on its list of sta- 
tions. Major selling point: a sponsor 



is promised good time for his show. 

Guild-Vitapix says that spot-plac- 
ing a film show with them will be as 
easy as buying network time. The ad- 
vertiser will sign only one contract, 
get only one statement and one proof 
of performance for the entire list of 
stations. (Guild is predicting there'll 
be 60 Vitapix "affiliates" by 1 Febru- 
ary and ultimately 100.) An adver- 
tiser buying a big Guild show like 
Liberace will probably have to buy a 
minimum of 45 stations. 

Why use spot film? To get key rea- 
sons for use of multi-market film spon- 
sor talked with agencymen, syndica- 
tors. Their replies sum up to these 
points: 

1. Market selection. "Carter prod- 
ucts, sponsoring two network shows, 
couldn't get into some markets," M. J. 
Rifkin, v.p. in charge of sales for Ziv 
Tv Programs, said. "To reach these 
markets where sales and sales potential 
justified tv advertising, and also to 
bolster its top markets, Carter bought 
Mr. District Attorney." Thus Carter 
ended up buying a carefully selected 
list of markets where its network shows 
either didn't reach at all. or where it 
wanted to reinforce its network cov- 
erage. 

2. Choice of station and time. This 
is, of course, one of the basic argu- 
ments for using any form of spot. 

(Please turn to page 86) 



•LLANTINE Beer picked up TV POPCORN uses 115 stations OHIO OIL Co. spots Official PFIEFFER Brewing Co. covers CANAOIAN ADMIRAL bought 
ddie Cantor" from Ziv for for CBS Film Sales' "Annie Films' "Secret File USA" in 12 10 important tv markets with ABC Film Syndication's "Pass- 
most important 25 tv mkts Oakley"; Canada Ory uses 65 markets which fit sales areas TPA's "Your Star Showcase" port to Danger" in 7 markets 
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wash well 



lauhdryTBry CLEANING 




FILMED ON WASH WELL PREMISES, TV PLUGS STRESS DRIVc-IN, FAST SERVICE FEATURES, RUN ON KOPO-TV, KVOA-TV 




Tucson drive-iii laundry, dry-cleaning operation floundered till tv entry 



M n December 1952 business partners 
Joe Tofel and Al Gilberg opened 
a rather unique operation in Tucson: 
a drive-in laundry and dry cleaning 
plant with car-door service. 

The Wash Well, as it w as called, w as 
equipped to operate fast — and with no 
need for a customer ever to leave his 
car. As autos arrived, members of the 
Wash Well staff would appear ready to 
handle drop-off* and pick-ups. The 
launderette completed jobs in one or 
two hour-, the dry-cleaning or shirt 
operation in 21 hours or. in an emer- 
gency, in three hours. Aside from 
-peed, the Wa>h Well also prided itself 
on quality. 

Hut business at the Wash Well wa» 
slow for 1110.M of its first operating 
year. This de-pi te the fact that it was 
It tea ted at the extreme end of a busy 
suburban flopping center in Tucson. 
Partners Tofel and Gilberg. working 
with their agency, Harwood Advertis- 
ing, Tucson, had already tried news* 
paper and radio advertising with their 



$800-a-month budget. Results of the 
newspaper advertising were very poor, 
according to E. P. Harwood. president 
of the agency; radio was better but 
stilt not satisfactory (radio was allo- 
cated about 50% of the budget). 

The partners felt somehow "stifled'" 
in expressing themselves in these me- 
dia; the advertising, says Joe Tofel. 
somehow did not adequately get across 
to the public — with sufficient impact 
all they wanted to convey about their 
operation. So they decided to try tv. 
Video kicked off for Wash Well in 
September 1953. 

That was the turning point. The 
launching of a schedule of one-minute 
filmed commercials on two Tucson tv 
outlets -KOPO-TV and KVOA-TV 
brought an immediate customer re- 
sponse. Within a few months. ;-ales 
went lip to a level 35 r ; over the pre- 
vious year. In July 1954 sale- stood 
at 58 r r higher than the previous July . 

Today, the Wash Well's business is 
up 80' ; over last year. It rose from a 



monthly gross of 810,000 to over S18,- 
000. And this in a line of business 
with stiff competition in the area. 

The tv r schedule has been running 
continuously since its initiation, with 
no hiatus. Business traditionally 
reaches its low ebb during the sum- 
mer months in Tucson. The seasonal 
(Please I urn lo page 741 

Wash Well staff gives fast car-door service. 
Joe Tofel, Wash Well partner, and Elk Har- 
wood, agency head (below, I. to r.) were two 
of the key planners in formulating air approach 
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THE BIO MONEY MAKER IS 

RECORDS with ROCKWELL" 



Voted Flint's No. I Disc Jockey! 

What a selling combination! The most popular radio station in 
Flint and Flint's best-loved, most-listened-to disc jockey . . . 
Jim Rockwell! Nothing could be sweeter to lure business your 
way in Michigan's 2nd biggest income city. Folks just nat- 
urally tune to WKMF . . . Flint's only 24 hour station devoted 
exclusively to News, Music and Sports. 



So, put your ad dollars where the listeners are'. 

"RECORDS WITH ROCKWELL" 

is covering Flint's billion -dollar 




flint, Michigan 

Frederick A. Knorr, Pres. 
Eldon Garner, Mg. Director 

Represented by HEADLEY-REED 



WKMF— Flint . . . 
WKMH— Dearborn-Detroit . . . 
WKHM-Jackson 

is the package buy that covers 77% 
of Michigan's entire buying power. 
Yet you save 10% when you buy all 
3. Highest ratings . . . because every- 
body likes News, Music and Sports! 



TWANGS 




of the FARM family, 



Of the 533.000 TV homes served best bv 
WCCO-TV. 180,000 are big-buying farm 
households. And the folks out on the rich 
Minnesota-Wisconsin acres welcome 
WCCO-TV into their family circle — just as 
their eitv cousins do. 



From 8 am to 6 pm every day. the average 



ARB* rating: 



WCCO-TV 
Second station 
Third station 



city 
6.0 
3.6 
4.6 



farm 
8.2 
4.6 
1.4 

'•October TrkpuUe 



Inside an<l outside the Mimieapolis-St. I'aul metropolitan area, it's the same pattern of WCCO-TV family acceptance. 



The other mrmVr of the f.imilv M I N N EAPOLI S-ST. PAU L 
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f. New stations on (fir* 



CITY A STATE 



OAK HILL, W. Va.2 



CALL 
LETTERS 



CHANNEL 
NO. 



ON-AIR 
DATE 



,ERP (kw)" 
Visual 



Antenna 
(ft)*** 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARKETt 

■000) 



PERMITEE & MANAGER 



WOAY-TV 



14 Dec. 



48 



650 



None 



NFA 



Robert R. Thomas Jr., 
chin owner & gen. 
mgr. 

Will Jackson, lis. mgr. 
Clyde Higgins. pgm. mgr. 



Weed Tv 



If. iVeic construction permits'- 



SITY & STATl 


CALL 
LETTERS 


CHANNEL 
NO. 


DATE OF 
GRANT 


ON-AIR 
TARGET 


ERP (kw) 
Visual 


*• 


Antenna 
(It)*" 


STATIONS I 
DN AIR 


SETS IN 
MARKETt 
(000) 


jpERMITEE & MANAGER 1 


RADIO 
REP1 


KLAMATH FALLS, Ore. 


KFJI-TV 


2 


1 Dec. 




13 


460 


None 


NFA 


KFJI Broadcasters 

W. D. Miller, chief owner 


Grant 






















Dick Maguire gen. mgr. 




RAPID CITY, S. D. 


KOTA-TV 


3 


8 Dec. 




l'/i 


260 


None 


NFA 


Black Hills Broadcast 

Co. of Rapid City 
Helen S. Duhamel. pres. 
Peter A. Duhamel. v. p. 
Leo D. Borlln. sec. 
J. Norman Heffron. tres. 


Headley. 
Reed Tv 


TUPELO, Miss. 




9 


8 Dec. 




27 


370 


None 


NFA 


Tupelo Citizens Tv Co. 










Frank K. Spain, gen. 
























mgr. 

Joseph G. Petit, chief 
eng. 




WACO, Tex, 


KWTX-TV 


10 


1 Dec. 




107 


525 


KANG-TV 


49 uhf 


KWTX Broadcasting Co. 
M. N. Bostick. gen. mgr. 
J. M. Brlnegar, com. 
mgr. 


Everett- 
Mc Kinney 



Iff. iVctc applications 



CI l Y 4. STAT E 


CHANNEL 
NO. 


DATE 
FILED 


ERP (kw)" 

Visual 


Antenna 
(ft)*" 


ESTIMATED 
COST 


ESTIMATED 
1ST YEAR 
OP. EXPENSE 


TV STATIDNS 
IN MARKET 


APPLICANT 


AM 

AFFILIATE 


ANDERSON, InJ, 


61 


24 Nov. 


25 


340 


$71,0003 


$120,000 


None 


Great Commission 
Schools inc. 


WCBC 



.FLORENCE S. D, 



ROSEBURG, Ore 



WAILUKU, T.H. 
YAKIMA, Wash. 



8 Dec. 



30 



710 



$150,000 $170,000 



None 



17 Nov. 



14 



2,749 $109,700 



$58,000 None 



23 Nov. 



23 23 Nov. 



l'/2 



22 



10,054 



959 



$24,4356 
$144,156 



$21,000 None 



$120,000 KIMA-TV 



Paul E. Bilihelmer, pres. 
Jenny Blliheimer, sec- 
tres. 



The Hills Broadcasting 
Co.* 

(Sole owner: MIdcontinent 
Broadcasting Co.) 

N. L. Bentson. pres. 

Edmond R. Rubin, v. P. 

Joseph L. Floyd, sec- 
tres. 



Southern Oregon Bcstg. 
Co. "• 

Amos E. Voorhies, pres. 
Everett A. Faher. v.p. 
Edward A. Malone. v.p. 
William B. Smullin, 

sec. -tres. 
Earle Voorhies, part 

owner 

John Voorhies, part owner 

Hawaiian Bcstg. Sys- 
tem? 

J. Howard Worrall, pres. 
C. Richard Evans, v.p. 
& gen mgr. 



Chinook Television Co. IfYAIf 
Robert S. MeCaw, sole 1 
owner 



BOX SCORE 



U.S. stations on air, incl. 
Honolulu and Alaska (18 

Dec. '54) , 

Markets covered 



419 

252 



Post-freeze c.p.'s granted (ex- 
cluding 34 educational grants; 

18 Dec. '54) 

Grantees on air . 



311 



Tv homes in V. S. (1 Sov. 

54) 32.2G2,000§ 

U.S. homes with tv sets (1 

.Voi'. '54) "0.7 %§ 



•Both new c.p.'a and stations going on the air listed here are those which occurred between 
tl Not. and 4 Dec. or on which information could be obtained In that period. Stations are 
considered to be on the air when commercial operation starts. "Effective radiated power. Aural 
power usually la one-half the visual power. •••Antenna height above average terrain (not 
above jrround). tlnformatlon on the number of sets in markets where not designated as being 
from NBC Research, consists of estimates from the stations or reps and must be deemed approxi- 
mate. SData from NBC Research and Planning. Percentages based on homes with sets and 
homes in tv coverage areas are considered approximately. Jin most rases, the representative or a 
radio station which Is granted a c.p. also represents the new tv operation. Since at preiaUme 
nt Is generally too early to confirm tv representatives of most grantees, SFO>s>OR usm uie 
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reps of the radio stations in tbls column (when a radio station bu been riven the tv sr«nt). 

NFA: No figures available at presstime on sets In market. 

'This numher includes eriantj to permitees who have lines surrendered their c.p.'s or who hart 
had them voided by FCC. =Ch. 4 is assigned to Beckley. \V Va. afsed equipment would b« 
purchased from WBKZ-TY, Battle Creek. Mich. 'Applicant owns and operates KELO-AM-TV, 
Sious Falls S D ; applicant plans to operate an off-the-air interconnected network schedule 
from KELO-TV. ^Applicant also operates KBES-TT. Medford. Ore . and KJ EM-TV. Eureka, 
Cai ' Rosebure station would rebrcadrast signals from KBES-TV. egtatlon would serve only as 
repeater station, duplicating programs from KGMB-TV. Honolulu. ^Applicant also operates 
KGMB - AM-TV. Honolulu, and KHBC, Hilo. 
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Something different and 
exciting every week . . 

to capture the most respon- 
sive audience in TV history! 
With Cantor alone, the show 
would be terrific! Add music, 
girls, dancers, starlets and 
guest stars like Brian Aherne, 
Don DeFore, Pat Crowley and 
many more, and the series is: 
absolutely irresistible! Here 
indeed is a most magnificent 
triumph in TV entertainment! 



\ 



4\VY 



\ 



MUSIC... 

all special arrangements 

by DAVID ROSE 

(of "Holiday for Strings" farm 



/I 



. WwwwwWtf 



o make sales sizzle for you! 





NEW TV EXTRAVAGANZAS 








COMEDY THEATRE 






HURRY! Capitalize on the Cantor 
name and fame NOW before your 
market is closed. 




ZIV 

TELEVISION 





win 



lJJ! 



m raip w tip sjr 

Chart covers half-hour syndicated film proj 



Risk Pitt* 
sow rut 


Top 70 sdows in 10 or more markets 
Period 3-9 November 7954 

TITLE. S Y N D 1 C A TO R. PRODUCER. SHOW TYPE 


Average 
ntlno 

22.1 


7. STATION 
MARKETS 

N.Y. L.A. 


f 


f 


I f.r'fl Three Lire.v, Ziv |D) 


7.2 73.2 

wahr-tv ltttv 
10:00pm 8:30;nr 


•> 


2 


Ittuhje 711, NBC Film (D) 


20. .1 


8.7 78.6 

wnr-tv kttv 
9:00[>m 7:30pm 


:t 




Mr. District Attorney, Ziv (A) 


20.0 


6.4 70.2 

uabr tv knxt 
I0:30pru 10:00pro 


4 




f'oreif/ii fill riff IK*, JWT, Shel. Reynolds (A) 


io.,» 


8.9 

krra-tv 
10:00pm 




j» 


SAhcmrc, Guild Films (Mu.) 


in.2 


5.7 6.4 

«T)lx krop 
C :30pm 7 :30pui 


r; 


i 


Villi Detective, MCA, Revue Prod. (D) 


18.8 


5.7 9.8 

wplx knxt 
B :30pm 10:30pm 


i 


7 


Favorite Story. Ziv (D) 


18.7 


5.8 9.7 

wor-tv kttv 
9:30pm 8:00pm 


8 


0 


Super Ml II II, Flamingo, R. Maxwell (K) 


18.3 


72.7 72.0 

.vrea-tv kttv 
6:00pm 7:00pm 


a 


7 


Filer y Oiicpii. TPA (M) 


16.9 


3.9 

krop 
9:00pm 


f 0 




Amos 'n* /tin*!/, CBS Film (C) 


1G.3 


7.8 9.8 

u-cbs-tv knxt 
5:30pm 7:00pm 



flank Pmt* 
naw rank 



e, 
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tt 
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5-STA. 
TION 
MAR- 
KETS 

9. Fran 



20.5 

kr(;n- tv 
10 ::Wpm 

25.5 

kplx-tv 
'J :00[nn 

20.5 

kron-tv 
10:30pm 

73.0 

kco-tv 
S :00pm 

25.8 

kplx 
9:30run 



75.3 

kron-tv 
10:00pm 

7 7.8 

krrm-tv 

7 :00pm 

76.5 

ken-tv 
0:30pm 



6.3 

kOTT-tV 

8:3ftpm 



5.3 

kovr-tv 
6:30pm 



Bmten Chi. 



4- STATION MARKETS 
Detroit Mlwkee. Mpli. Seattle Wash. 



20.5 

unar t? 
7 OOpni 



73.5 76.9 



k'"- tv 



3-STATION Mt- 



Atlanta Bait 



70.3 75.3 

wlw-a uhal-ff 

10:00pm 10 :30pm" 10 30pm 10 :30pm 



74.3 77.9 78.5 72.3 27.3 25.5 76.5 



wnar-tv 
0:30pm 



wen- tv 
8:00pm 



wwj-tv 
7 :00pm 



wran-tv k«tp-tv k'*>" iv 
7:00pm 9:30pin 0:30pm 



W-e-tV 

' :00pm 



27.8 74.4 74.3 20.3 24.8 23.5 7 7.5 

wnnr-tv vbkb wwj-tv wtmj-tv k«tn-tv Mnc-tv wmsl-t* 
10:30pm 9:30pm 10:30pm 10:30pm 7:30pm 9:00pm 10:00pm 



20.5 6.7 



whz tv 
10:30pm 



wcn-tv 
7 :30pm 



25.8 

kstp-tv 
9:30pm 



8.7 

wtop-tv 
7 :00pm 



73.5 73.7 7.3 35.3 78.3 22.8 5.5 



uhz-tv 
3:00pm 



wen-lv ivwj-tv utmj-tv wrro-tv klne-tv wi'K 
9 :30pra C :30pm R :00pm 7 :00pm 8 :30pm 10 :30r>m 



78.5 




8.3 


78.0 


75.0 






74.3 


whz-tv 
8:00pm 




rklw-tv 
7 :00pm 


wrco-tv klne-tv 
10 :i;>pml0 :00pm 






wm»r-tt 

11 :00prr 


72.5 


77.5 


70.0 




24.5 




77.0 




wnar-tv 
11 :30pm 


wnhq 
9 :30pm 


wjbk-tv 
7 :00pm 




klne-tv 

8 :00pm 




n-aei tv 

7:00pm 




76.5 


75.5 


76.0 78.0 




22.5 


18.7 


27.3 


78.8 


unar-tv 

6:30pm 


ubkb 
5:00pm 


wxvz-tv wtmj-tv 
6:30pm 4:00pm 




klne-tv 

0:00pm. 


wre-tv 
7:00pm 


wsh-tv 

7 :00pm 


whal-tv 

7 :00Dm 


79.0 




75.0 78.3 


75.8 


23.3 


7.2 




8.8 


vmar-tv 
10:30pm 




wjbk-tv wtmj-tv 
10:30pin 10:30pm 


wrro-tv 
9:30pm 


klne-tv 

8:30pm 


«tR 
10:00pm 




10:30pD 



74.5 7 7.8 

wwj-tv wtvw 
7 :00pm 9 :30pm 



79.3 8.9 

komn-tv wtop-tv 
8 30pm 7:00pm 



76.5 76.3 

wlw-a whal-tv 

9:30pm 10:30pm 



20.0 7 7.3 

wsh-tv whsl tv 
7:00pm 10:30pm 



13.8 

23.3 

' t ; 
I 



13.0 



•8.3 74.3 

w|w-i trh*t-tr 
8:00pm 7:00pm 



til 



77.0 



watra 

10:3 Op r 



Top 70 shows in 4 to 9 markets 



11.0 



Tin* Falcon, NBC Film (D) 



Stories of the Century, Hollywood Tv (W) 



The Whistler, CBS Film. Joel Malone (D) 



Gene Antry, CBS Film (W) 



fiiuer Sri uef ii Hi, NBC Film (D) 



Stony. Fairhanhs Presents. Interstate TV (D) 



Florian f.ahach. Guild Films (Mu) 



I'm the hate, MCA (D) 



Ituynl I'layhonse. United TV, Bing Crosby (D) 



ffiff ItaLer. FSA. MCA, Revue Prod. (A) 



J CO 



J CO 



IC 



IS. 2 



11.3 



12.!) 



10.S 



10. 



O.S 



8.0 



8.3 7 7.0 

knxt I kron-vt 
10 :30pm) 11 :00pm 



72.2 

kttv 

9:00pm 



6.8 

kttv 
9 :00um 



4.7 8.7 

wnr-tv kttv 
9:00pm 9:30pm 



76.8 7.9 

wrra-tv krra-tv 
10:30pm 10:30pn 



2.7 3.4 

wplx krop 
10 30pm 8:00pm 



3.4 6.2 

wplx ktla 
8:30pm 8:30pm 



8.2 



4.4 



wahd kttv 

8:30pm 9:00pm 

3.4 4.4 

wahr-tv ktla 

10:00pm S :00pm 



3.3 

kovr-tv 
7 :00pm 

79.5 

kron-tv 

J 0:30pm 



76.3 

k'-on-tv 
10 30 pm 



4.5 

knrr-tr 

S:30pm 



2.0 

7 :30pm 



5.3 

rklw-tv 

10:00pm 



79.3 72.0 

klnc-tv wtnn-tv 
9:00pm 10:30pm 



73.8 

wnar-tv 

6:00pm 



20.3 

WXVT-tV 

6:00pm 



6.3 74.8 

wtrn-tv klnc-tv 
7:00pm 9:30pm 



22.8 

klnK-tv 

10:00pm 



78.5 76.3 72.3 

wnar-tv wbhm-tv wjhk-tv 

6:30pm 5:30pm 6:00pm 



7 7.8 

klns-tv 

6:00pm 



72.5 

wsb-fv 
11 :00pm 



6.8 

rklw-tv 
10:30pm 



76.8 70.0 

kstp-tv ktnt-tv 
10:15pml0:00pm 



4.9 

wgn-tv 

9:00pm 



70.5 77.0 

wrro tv klne-tv 
9:30pm 9:30pm 



9.0 7 7.5 

wran-lv wtrn-tv 
10:l. r >pm 10:00pm 



72.3 

wh7.-tv 
3 :30pm 



8.2 

wtte 

10:30pm 



9.3 

WXT7. tV 

6:30pm 



70.8 72.0 

wtrn-tv ktnt-tv 
10:00pm 10:00pm 



fhfnv trpe ivmboli: (A) adventure; (C) romedy; (D) drama: (Mu) muilral: (W) Weilern. 
Fllmi Kited ara tyndiratwl, half hour length, teleratt In four or more markets. The average 
rallnc It an unwrlihted avarxe of Individual market ratlnci lilted above. Blank ipare Indi- 
cate! dim not broadra.il In thli market 3-11 November. While network ihoni are fairly 



itable from one month to another In the market! In whlrh they ar» ihown. tiili !■ 
murh letter extent with lrndlrated ihows. Thti ihoiild be borne In mind when aralri* 5ttl 
trends from one month to another In thli chart. * Refers to tut monlh'i chart If °^ r tj^ 
nil not rated at all In last chart or wu In other than top 10. duslflcatlon as if. .. 

I * tt 




li show 



\ally made for tv 



-STATION MARKETS 


2-STATION MARKETS 


feleve. Columbus Phila. St. L. 


Birm. Charlotte Dayton New. Or. 


23.8 25.5 73.7 

1 wews wbns-tv wcau-tv 
0:30pm 9:30pm 7:00pm 


25.5 49.8 24.8 40.5 

wabt whtv whlo-tv wdsu-tv 
9:30pra 9:30pm 9:00pm 9:30pm 


[23.3 2 7.3 75.2 28.0 

Iwnbk wlw-c woau-tv ksd-tv 
7:00pm 7:00pm 7:00pm 9:30pm 


23.8 44.0 2 7.0 

wbrc-tv wbtv wlw-d 
9:30pm 10:00pm 7:00pm 


20.8 22.3 9.9 22.5 

iwewj whv-c wntz ksd-tv 
0:00pm 10:30pm 6:30pm 10:00pm 


25.0 55.3 79.8 23.8 

wbrc-tv wbtv wlw-d wdsu-tv 
9:30pm 8:00pm 10:30pm 10:30pm 


[23.0 25.8 73.4 

■vvews wbns-tv wcau-tv 
0:00pm 9:30pm 7:00pm 


77.3 49.5 76.3 

wbrc-tv wbtv wdsu-tv 
9:30pm 9:30pm 11:15pm 


24.3 2 7.3 9.7 25.3 

wews wbns-tr wptz ksd-tv 
p:00pm 7:00pm 11:00pm 10:00pm 


30.0 24.8 48.8 

wabt wbio-tv wdsu-tv 
!) :00pm 7:30pm 9:30pm 


4.2 22.0 

wfll-tv ksd-tv 
7:00pm 9:45pm 


75.3 54.3 43.3 

wabt wbtv wdsu-tv 
9:30pm 8:00pm 10:00pm 


77.8 29.3 

wnbk ksd-tv 
10 :30pm 9:30pm 


48.3 9.8 47.3 

wbtv wlw-d wdsu-tv 
9:30pm 7:00pm 9:30pm 


27.0 78.5 20.0 78.3 

hvnbk wbns-tv wcau-tv ksd-'v 
p:00pm 6:00pm 7:00pm 6:00pra 


78.5 37.8 7 7.8 27.0 

wbrc-tv wbtv wlw-d wdsu-tv 
6:00pm 5:30pm 6:00pm 5:00pm 


79.3 

kwk-tv 
9:00pm 


46.8 

wdsu-tv 
9:30 pm 


79.8 6.5 

wtvn wtvl 
7:30pin 7:00pm 


2 7.5 46.8 

wbrc-tv wdsu-tv 
6:00pm 9:30pm 




23.3 

kwk-tv 
10:00pm 


39.3 

wdsu-tv 
10:00pm 


37.5 

ksd-tv 
9:30pm 


37.0 

wdsu-tv 
5:30pm 










73.0 

wtvn 
8:30pm 


73.5 37.3 

wabt wdsu-tv 
10:30pm 10:00pm 




77.8 


75.8 


73.0 


wews 
8:00pm 


wbns-tv 
7:00pm 


kwk-tv 
10:30pm 






73.5 






kwk-tv 
3:30pm 




20.3 






wbns-tv 
10 :00pm 





73.0 

i wews 
1 0:30pm 



76.2 

wcau-tv 
10:30pm 



79.8 

wbrc-tv 
10:00pm 



75.8 

whio-tv 
10:30pm 



In market is Pulse's own. Pulse determines number by measur- 
I stations are actually received by homes In the metropolitan 
i given market even though station itself may be outside metro- 

sa of the maiket. 



KTUL PACKS The BALLYHOO 
PUNCH In TULSA! 



In Tulsa ... it takes radio station KTUL 
to put on a full promotion. And that's why 
new Shopping Centers just naturally call on 
KTUL to handle the Grand Opening. 

KTUL offers a COMPLETE PROMOTION 
. . . advertising, publicity, remote broadcasts, 
personalities and western bands, clowns, 
balloons and a real old fashioned CALLIOPE 
and BANDWAGON. 

When the fabulous RANCH ACRES Shop- 
ping Center opened recently, newspaper was 
used on a one shot basis. Radio station KTUL 
handled the promotion on an exclusive basis 
. . . AND chain store managers proclaimed 
it as the largest opening in the Southwest. 

A few weeks later SHERIDAN VILLAGE 
climbed aboard the KTUL bandwagon for 
their grand opening. "It takes KTUL to 
better even their best promotions." 




Nine developments on SPONSOR stories 



Here's the 

COMPANY 

You'll Keep 

DRANO 
DOLCIN 
CARDUI 
EX LAX 
WIND EX 
SOFSKIN 
GULFOIL 
BI0NET1C 
SKINTONE 
STANBACK 
SSS TONIC 
CANADA DRY 
TURTLE WAX 
SINCLAIR Oil 
DIP 'N RINSE 
SCHL1TZ BEER 
GEORGE'S OIL 
HOLSUM BREAD 
HALO SHAMPOO 
LIFE MAGAZINE 
BAYER ASPIRIN 
APEX PRODUCTS 
M-G-M PICTURES 
CIRCUS PEANUTS 
IDEAL DOG FOOD 
TENDERLEAF TEA 
LINCOLN-MERCURY 
FAIR MAID BREAD 
BRANIFF AIRWAYS 
UNITED GAS CORP. 
BLACKBURN SYRUP 
BULL-OF-THE-WOODS 
VIVIANO SPAGHETTI 
PARSON'S AMMONIA 
POWERHOUSE CANDY 
RAYCO SEAT COVERS 
SHULTON OLE SPICE 
MANISCHEWITZ WINE 
VIRGINIA DARE WINE 
WILDROOT CREAM OIL 
ROBERT HALL CLOTHES 
CRUSTENE SHORTENING 
LADIES' HOME JOURNAL 
B.C. HEADACHE POWDER 
GREEN SPOT ORANGEADE 
BONNIE BELL COSMETICS 
ROYAL CROWN PRODUCTS 
SATURDAY EVENING POST 
WAGNER'S ORANGE JULIP 
RADIO TELEVISION SCHOOL 
WISHBONE SALAD DRESSING 
RESERVE LIFE INSURANCE 
ITALIAN SWISS COLONY WINE 
UNCLE BEN'S CONVERTED RICE 
HERBERT TAREYTON CIGARETTES 



Write • Phone - or Wire 




Sec: How to get the most out of farm 

radio and tv 



I.SSIIC: 29 December 1932, page 27 




SlIHjecti Fan* on the farm audienec 

Central Iowa fanners have about as many tv sets as city dwellers. 
That's ono of the findings of a survev made hv WOI-TV and Iowa 
State College, Ames, Iowa. The survey was made during August 
and September and only actual farm homes were included. 

The tv farm families in WO 1 -TV's viewing area apparently make 
use of their tv sets at a rate as great or greater than citv people. 
In the average farm tv home the set is in use about seven hours 
daily. The peak viewing times are between noon and 1 :00 p.m., 
4:00 to 6:00 p.m. and 6:00 to 10:00 p.m.— with the exception of 
Friday and Saturday nights when farmers stay up later. 

About 80% of the farmers said they do most of their tv view- 
ing in the winter. 

The survey results indicate that more than 60% of the farmers 
have had their tv sets more than two years; about 25% between 
one and two years. 

One of the questions asked, '"Do you depend more on radio or 
television for information which you need in your farming opera- 
tions?" The answers: 58.8% said television: 26.95% said radio; 
14.78% said radio and tv about equally, and 3.47% expressed 
no preference. 

SeC: Bavuk fights hack with 90% televi- 

sion budget 

ISSIIC: 15 June 1953, page 30 

SllbjCCt: Cigar sales were slipping until Bayuk 
tried network tv — which res-lilted in 
12Cc sales increase 

Cigar makers need to do more advertising. 

That's what William R. Baker, hoard chairman of Benton & 
Bowles, told members of the Cigar Institute and Cigar .Manufac- 
turers Association at their joint convention held earlier this month. 

In 1920 there were eight billion cigars smoked. Baker said, while 
in 1953 only six billion were smoked. In the meantime, said Baker, 
the U. S. population has increased by 57 million. And he pre- 
dicted that it would increase bv another 17 million during: the next 
five years. By 1975. Maker forecast, therell be 50 million more peo- 
ple with 50% more dollars to be spent than at the present time. 

Most industries spend from 5 to 10' r — and some as much as 
20%. — of their sales on advertising. But cigar makers, he said, allo- 
cate oidy about 3 r < of sales for advertising. 

"You could name at lea«t four individual cigaret companies each 
of which invests more than $10 million to promote sales." he said. 
Advertising for candy and chewing gum is close to $20 million a 
\ear. Baker told the group. He said the soft drink industry spends 
$25 million. 

Almost as if he had planned an answer to Baker s speech. Walter 
K. Lyon, president of the Cigar Institute, told the group that "in 
1955. we plan to conduct additional market survey*, especially in 
the drug and super market fields, and more aggressive advertising, 
promotion and merchandising on an institutional level. 

Ba\ uk Cigars. Inc.. which had seen its sales slipping between 
1919 and 1951, attributes its 12% sales increase since then to two 
factors: New packaging and tv program sponsorship (Saturday 
Mghl rights) which gets about $1 million out of its 11.4 million 
budget. * * ** 
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SPONSOR 



Each frame ~each scene in the print must be perfectly matched to assure an out- 
standing film production. Leading producers, directors and cameramen know that Precision 
processing guarantees that individual attention. 

Skilled hands and exclusive Maurer-designed equipment are teamed to bring these perfect 
results to each Precision print. Even more important, continuing research constantly 
improves techniques that are already accepted as unequalled in the field. 

In everything there is one best ...in film processing, it's Precision. 




27 DECEMBER 1954 
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Head and shoulders 
above them all ! 

(A year-end report to advertisers and agencies J 




Aiiy place, it's not easy to stay head and shoulders 
above all competition. In New York, talent and 
production center of the nation, it's twice as tough. 
But WCBS Radio does it. Commands larger average 
audiences (and more quarter-hour firsts) than 
any other New York radio station . . . month after 
month, year after year— 1954 included, of course! 

And with good reason. For Monday through 
Friday WCBS Radio has the most famous roster of 
big-name local personalities in the business. Names 
like (1. to r.) Galen Drake. Bob Haymes, Martha 
Wright, Bill Leonard, Lanny Ross. John Henry Faulk. 
Jack Sterling, Herman Hickman. Joan Edwards.* 
Names which mean that WCBS consistently 
places more programs on the list of Top Ten local 
daytime participating shows than all the other 
New York network stations combined! 



i 




( 



With such nationally-known local personalities 
attracting the biggest audiences in the big town, 
WCBS Radio is the buy of the coming year. Take 
the word of a happy sponsor: 1 "In the first place, 
o.u r schedule has had such an amazing cost per 
thousand figure that I doubt it could be duplicated 
anywhere. And the selling effectiveness is just as 
impressive. In the second place, your merchandising 
is terrific. We can actually see the dramatic 
effectiveness of each promotion." 

Make this New Year's resolution: To stay head and 
shoulders above your competition in 1 955. use the big 
New York station with the big-name personalities. 
For availabilities, call Henry Untermeyer at WCBS 
Radio (PL 1-2345) or CBS Radio Spot Sales. 

New York City AYCBS RADIO 




1 



1 
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•Temporarily off the air because of illness. tName on request. 



CARS 



sI'OV-HK: Wi-lmrr Pontine AGENCY : It. Meltzer Adv. 

( \PM I E < \>E III^T01!\ : Since car sales usually 
slump in the jail Weltner Pontine decided this was the 
time to tr\ television. Company bought nine football 
games on station KSAX-Tl (uhj). Games were sched- 
uled from 25 September to 20 November, lour games 
had been played by 10 October when II cltner reported 
it had sold its entire stock of 60 1951 I'ontiucs and had 
orders jor all oj their first quota shipment of 1955 cars. 
Cost per game Has £2.000. Figured on an average of 
$3,000 for each car, after spending $8,000 company 
had made $180,000 in sales. 



k^W-T\, San Eranci-oo 



PROGRAM: Stanford, California 
football fiaiii<> 



TV 

results 



SPORTING GOODS 



SPONSOR: Hawaii Pan Pacific Store AGENCY: Direct 

CAPSULE CASE HISTORY: KOSA-TV decided to try 
something new for the Hawaii Pan Pacific commercials 
on the All American Game program. Station featured 
its own salesman. Fred Briggs, in live commercials pat- 
terned for him. Results for Pan Pacific, distributors of 
Wilson and Brunswick sporting goods, were substantial : 
After the first two weeks sponsor reported that 200 
holding balls had been sold. The average for the year 
is about 600. Also 20 complete sets of Wilson golf clubs, 
at $200 a set, were sold. Pan Pacific's cost for each 
game was $300. 



kONA TV, Honolulu 



PROCRWI: All Vmerican Game 



HARDWARE 



SPONSOR: Mold*- Hardwire C. \ GENOA : Direct 

CUM l.E ( \sK IIIsTORV. If hen WTOC-TV decided 
to adapt a radio show of long standing to tv. the Stttlths 
Hardware Co. realized that this would he a good buy for 
them. Program. Tin* Old <a\t. { s presented Tuesday 
nights from 7 to 7:15 p.m. and features a ivell-knoun 
local sportsman who gives hunting and fishing neus. 
Sponsor use* show to feature certain items it has in 
stock, each week featuring a different special. Show has 
proved so effective that main weeks items mentioned 
have been completely sold out. Program cost. $80 a week. 



\U'Or TV, Savannah 



PROCRWI: The Old >alt 



RECORDS 



AGENCY: Parker Adv. 



SPONSOR: Whiiehouse Co. 

CAPSULE CASE HISTORY: I n order to promote fts 
package of 18 Top 7 lines in the Denver area, the White-, 
house Company tried daytime tv. W hitehouse bought 
participations on Casey Kemp's Two Gun Theatre, a 
Western film strip, running Monday through Saturday. . 
In the first five days sponsor received 220 direct orders; 
Saturday's show brought 197 more orders. Record pack- 
age was priced at $2.98; gross sales were SI. 223.66 in 
those six days. Cost to sponsor was $451. For each 
dollar invested Whiiehouse received $2.72 in immedU 
ale direct sales. 

KOA T\ , Den\cr PROGRAM: Ca-ey Kemp s Two Gun Theatre 



SEWING MACHINES 



SPONSOR: Rodney Sewing Machine Co. AGENCY: Direct 

CAPSLLE CASE HISTORY: When you're trying to find 
the right customer for your product, stimulate business 
or cut down on returns, television is the answer accord- 
ing to I. Ratner, v. p. of the Rodney Saving Machine Co. 
Rodney's first test campaign on television ran for one 
week and cost $500. In that week they did $10,000 worth 
of business. Campaign consisted of one announcement a 
day running two and a half minutes long and using a 
straight merchandising approach. 



\\ OKA -TV. Milwaukee 



PROGRAM; Announcement 



STRAWDERRY SODA 



SPONSOR: I nrle Joe Rottling Co. AGENCY: Promotions Int. 

CAPSULE CASE HISTORY: For many years strawberry 
flavor was one oj the poorest sellers for the Lncle Joe 
Bottling Company. In July company decided to push 
sales promotion for its Country Red strawberry drink in 
the Shreveport area. Company began sponsorship of a 
\S-minute children s program, AY* Corral, on Thursday 
afternoons. Sales started increasing after the first shon 
and continued to mount. Stores which had once refused 
to stock Old Country were now finding a demand for it: 
company made big gains in new distribution. KSLA 
was only station used. Xine-ueek campaign cost $787.50. 



KSL\, Shre\eport. I. a. 



PROGRAM: AI\ Corra* 



GREETING CARDS 



SPONSOR: Mitchell Greeting Card Co. 



\CENCY: LhingMon., 
Porter & Ilicki 



CUM EE CASK HISTOID : During the slack summer 
months the Mitchell Greeting Card Company decided to 
take a gamble on tv advertising to find salespeople. 
Sponsor bought a weekly participation on Ed \lcKenzie's\ 
Saturday Part), a mid-afternoon program on W.XYZ-71 . 
By 9 October, just 13 weeks later, company was forced la 
cancel its contract because its stock of samples and liter-, 
ature was depleted. Sponsor also found that tv adver 
lining teas 10', less per inquiry than the average of an 
other media used. One minute participations cost $1(X). 
cost of campaign was $1,300. 

\\!OZ.T\. Detroit PROl.RWI: Ed Mckenzie'- S a tunla\ Par- 
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IF®®® on the table.. 



in the house. . . 





^ W&W? off the job! 



For more than four years, KPIX Kitchen, with 
Faye Stewart, has been Northern California's 
number one showforthe gal-about-the-house. 
With a kitchen as up-to-the-minute as your 
wife wishes hers were, with a touch at cook- 
ery or skullery as deft as you wish your wife's 
were (and would be if she could watch Faye ) , 
our Miss Stewart makes husbands indirectly 
happy and wives and sponsors directly so. If 
you've a household product to sell in Northern 
California Faye has a spot for you... in her 
heart and on KPIX Kitchen. 





SAN FRANCISCO, CALIFORNIA 

Affiliated u-itb CBS Television Network 
Represented by the Katz Agency 



IX 

A N N E L 



WESTINGHOUSE BROADCASTING COMPANY, INC. 




WBZ-WBZA • WBZ-TV. Boston 
KYW • WPTZ, Philadelphia 
KDKA, Pittsburgh 
WOWO. Fort Wayne 
KEX, Portland 

Represented by Free & Peters, Inc. 
KPIX,Srf» Francisco 
Represented by The Katz Agency 
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BATON R0U6B-, 

WATCH YOUR SALES 




in the 
SOUTH'S 




fastest frowMf 

market! 



POPULATION 

1940 88,415 

1953 197,000 j 

RETAIL SALES 
1940 . . $ 20,251,000 
1953 . . . $184,356,000* 



the 
FIGURES 



41k 



TACTS 



RANKS 92nd IN EFFEC- 
TIVE BUYING INCOME 

HIGHEST PER CAPITA 
INCOME IN LOUISI- 
ANA 

WORLD'S MOST COM 
PLETE OIL CENTER 

CHEMICAL CENTER OF THE SOUTH 

DEEP WATER PORT 



To sec your sales reach their 
greatest heights in this rich 
petro-chemical market, select 
WAt'B-TV, the only TV sta- 
tion in Baton Rouge, with 
programs from all 4 networks, 
and our own highly-rated 
local shows. 



Tom E. Gibbens 
Vice Pres. & Gen. Mgr. 

Adam J. Young, Jr., Inc. 
National Representative 



*Eait Baton Rou^e Patuh,Suriey 
of Buying Power, I9}4 



{Continued from page 10) 

Don't get me wrong. For a man with a few thousand dol- 
lars ill his jeans, seasonal problems, etc., I think a Today, 
Morning Show, Home or Tonight fete.) participation is great. 
Also, half a show is far better than no show at all. But 
shouldn't we analyze the result* beyond their economy? 

And while we're on the subject of the Lordly Buck, some 
types of participation, particularly tho-e of the nighttime 
genus at high cost, could be questioned on the grounds of 
their complete absence of integration, however low their cost- 
per-1,000. Is the advertiser buying spot tv while also paying 
the freight for the surrounding talent? 

Want still more examples of Dollar Diplomacy? 1 What 
about the inclusion of competing brands (manufactured by 
the same company, of course) within a program, whether 
it be via the hitchhike or swapped sponsorship? The reason 
for doing this is price tag alone. No other.. 

Why such poor animation in most tv commercials (com- 
pared to Disney Quality)? Co-t is the ruling factor. The 
fewer the frames, the cheaper the commercial. 

Why so much repetition of tv copy? Cost again — despite 
the obvious penalties In spontaneity and believability. 

The entire subject of reruns was borne of economy: if it 
weren't for the fact that reruns are cheaper, no one would 
use them, locally or otherwise, as summertime network fare 
or in any other way. As we did in radio, we'd still be ex- 
perimenting in the summer months (rather than rerun or 
hiatus) to develop new shows and approaches. Which brings 
me to radio. 

What Dollar Diplomacy has done with radio! Not too long 
ago, a top-budgeted radio show might cost $15,000 or more. 
Today there is von little you can't buy for under $5,000 and 
even better. This is fine. Even the soap opera has been 
priced according to the time. $2,000 for talent will bring 
in a five-times-a-week strip today that u.-ed to cost $3,750. 
Swell! But don "t forget the philosophy of in-and-out partici- 
pation, of frequency and circulation. Non-loyalty rules the 
roo»t in radio, too: quile a contrast to the olden times. How- 
ever, in radio the penalties can't be as severe today, since so 
much radio listening is done out of the home and in other- 
than-living room locations. 

The foregoing i* submitted in evidence of the contention 
that green matter rather than gray matter determines what 
we do today in broadcast media. Whelher this is bad or 
good. I can't -nv . * * * 
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THERE'S A NEW AUDIENCE 

IN WCYLAND 

The New York State Thruway brings a huge and im- 
portant Auto-Radio audience to upstate New York. 
WGY will hold this audience for more than 200 miles. 





Measure of a Great 
Radio Station 




GENERAL ELECTRIC 
STATION 

ALBANY — TROY — SCHENECTADY— plus — 
54 counties in New York and New England 

Represented nationally by Henry I. Christal Co., Inc. 
New York — Boston — Chicago — Detroit — San Francisco 
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ow much should a station in 



Station managers tell us that 
they seldom get a straight answer to this oft-asked question, wk 

Yet today's strict insistence on economy in every phase \^ 
of station operation demands that the question be answered, 

Here is what we say when someone asks, "How much should my 0'' 
tv (or radio) station put into trade paper advertising?" ,n ™" 

For three out of four stations the answer is, "not a red cent." ^ 

When you advertise in a radio/tv trade publication, you want ivei 
to attract national business. You're pinpointing your message 
to account executives, ad managers, timebuyers. And you must 
have the ingredients that help you and your rep convert 

favorable impressions into sales. 

With few exceptions, we advise that you reserve your promo- 
tion dollars for local use unless you have — 

(1) A national representative who will be stimulated and 
helped by your trade publication advertising. (2) A market story 
strong enough to convince national and regional buyers that your 
station is logical. (3) A station story that warrants consideration. 



A network isn't essential, but it helps. Frequency and power 
aren't the whole answer, though they help, too. A few 
250-watt independents have invested as much as 25% of their 



icti 

" 5 KI 




PONSOR ih e magazine radio and tv advermfy 



Write for these previously published ads: (I) "Why is a trade paper like a television 
station?" (2) "How necessary is trade paper advertising i " 
(3) "Sure way to spot a well-read trade paper!" (4) "Who ia 

the man behind the ad curtain?" 



in trade paper space 




national spot income in trade paper advertising and have 
achieved outstanding results. 

As we mentioned earlier, three out of four stations have no 
business using national trade paper space. 

If you're the one-out-of-four that should, SPONSOR recommends, 
on the basis of industry analysis, that you invest 4% to 6% of your 
1954 national spot income in this pinpointed form of advertising. 

SPONSOR is the made-to-order prestige magazine for station 
advertising, whether tv or radio. For example : 



1953 vs. 1954 BROADCAST PAPER AGENCY/ADVERTISER READERSHIP 

"I ri-ad regularly" "I read thoroughly" "Practical use to me" 

Publication 1953 1954 1953 1954 1953 1954 



SPONSOR 


6 3% 


6 8% 


32% 


42% 




42% 


48% 


BROADCASTING 


6 8% 


58% 


3 9% 


31% 




31% 


25% 


TELEVISION 


56% 


4 5% 


20% 


24% 




io% 


12% 


VARim 


52% 


44% 


29% 


2 7% 




12% 


io% 


RADIO DAILY 


62% 


4 3% 


3 5% 


32% 




2% 


2% 


BILLBOARD 


31% 


22% 


8% 


16% 




3% 


3% 



% represents first 
choice mentions only 



1953 survey by CORE, 1954 survey by Alan C. Russell Marketing Research. 
Only agencies and advertisers surveyed; only broadcast publications at least one year 
old at time of survey included; only Standard Advertising Register and National 
Register Agency List used as sources; 1100 questionnaires mailed and 2+5 returned. 




Evans, Bernie Piatt, Bob Mendel- 
son, Ed Cooper, Homer Griffith or Arnold 
Alpert tell you more about SPONSOR? 



TOM MAGUIRE 

BUSINESS 

MANAGER 
RADIO -TV 
MAXON 
AGENCY, Inc. 

Soys . . , 




/ 





"Armed with viewers 



and coverage together 
with past proven results 
. . . a time buyer's 
prayer . , . WNHC - TV 
is unique in the New 
England TV market. 
When the spot schedule 
begins, the buying ac- 
tion begins . . . could 
you ask for more?" 




877,288 TV 

FAMILIES 

3,484,400 Pop. 
- 

$6 BILLION MARKET 
ASK YOUR KATZ MAN 
CONNECTICUT'S CH. 8 




agency profile 



Thomas Ificlfevmott 

V.p., radio-tv department 
N. W. Ayer, New YorV 



From accountant to radio-tv executive sounds like a long step. 
Tom McDermott took it some 20 years ago, "inspired mainly by the 
depression." At that time, he started in N. W. Aver s radio depart- 
ment as an accountant. This month lie became a radio-tv department 
v.p. in charge of plans. 

''It's been a very active broadcast year for us," McDermott told 
SPONSOR. "The large number of participation shows available on 
network as well as new ways of selling time are making it possible 
for new tv pes of clients to buy into tv. The magazine concept is 
one realistic answer to spiralling co^ts." 

Examples of Aver clients who began buying into tv shows in 
19St were Yard ley. with participations in the Carry Moore Show. 
CBS TV. and the Hawaiian Pineapple Association, with participa- 
tions in The Art Linkleller Show, CBS TV. 

Contrasted with these economic tv buys is one of the costliest tv 
one-shots of 195 1 : The Lights Diamond Jubilee, a two-hour produc- 
tion telecast o\er all four tv networks on 21 November and costing 
an estimated Si million. 

The Lights Diamond Jubilee was a two-hour program produced by 
David 0. Selznick. There were no commercials. 

X. W. Ayer ha> had long experience with use of broadcast media 
for p.r. advertising. The agency-produced Telephone //our, NBC 
Radio, Mondays 9:00-9:30 p.m. for the Bell Telephone System is 
an example of a long-standing p.r. advertising effort, although about 
o5^t of its broadcast activity is for package goods and direct selling, 

McDermotts favorite souvenir of the glamorous network radio 
davs in the Thirtie> is a plaster head of Jimmy Durante, which the 
comedian gave him while \. W. Aver handled the Duranle-Moore 
Show, MiC Radio. 

McDermott liv e* in Palisades Park. New Jersey, w ith his daughtei 
Maureen, who recently returned from a year in Europe. "She's the 
traveler in the family." says he. "I just go duck shooting in 
Illinois.'" * * * 
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SHE TOOK A FENCE 

so he gave her the gate 




"Texas," said the lady from Kentucky, "would 
be a wonderful place if they ever finished it." 

"Lady," replied a Texan, "it grows so much 
it won't ever be finished." And he proceeded 
to regale the lady with stories of the wealth 
and glory of our favorite state . . . until she 
grew weary, and a mite impolite. 

"Back home," she remarked pointedly, "there's 
enough refined gold buried in the ground to 
make a fence four feet tall around the perime- 
ter of the whole state of Texas." 
The Texan, too much a gentleman to make 
the obvious reply about the U.S. ownership 
of the gold, contented himself with "Okay, 
lady. You go right ahead and have your 
little fence built. If I like it I'll buy it." 



Needless to say the gentleman was from the 
Texas Panhandle, whose hub, Amarillo, en- 
joys the greatest annual retail sales per family 
in the nation. 




NBC and DuMONT AFFILIATE 



TV: Channel 4. AM: 10,000 watts, 710 kc. Represented nationally by the Katz Agency 
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WTHI-TV Channel 10 
is the ONLY station 



* fc with complete coverage 
of the Greater 

Wabash Valley 

* One of the Midwest's 
most prosperous indus- 
trial and agricultural 
markets 

* 1714,500,000 Retail 
Sales in year '53-'54 

* Blanketed ONLY by 
WTHl-TVs 316,000 
watt signal 

* 227,000 Homes 
1147.000 TV homes) 



118,000 

UNDU PLICATED 
WTHI-CBS 
TV HOMES! 

WTHI-TV 

CHANNEL 10 
TERRE HAUTE, IND. 

316.000 Walls 

Represented nntionullY 
by: 

The Boiling Co. 
Sen York a Chicnfto> 




(Continued from page 16 1 



of Patti's Mercury records called '-The Mama Doll Song." 
As I remarked to Jack and Patti, while thi* effort didn't 
break any sales records, it was a good try. 

Hope's activities as one of the stockholders in KOA-TV, 
the Cleveland Indians hall club, and other enterprises, and 
Patti's and Jack's merchandising endeavors .-eem to me. once 
again, to point up a fairly recent development, which hold** 
considerable significance to spon.-or*. More and more, per- 
formers and their managements, are becoming bu-ine>s men 
in the largest s-ense of the phra-e. They are becoming in- 
creasinglv involved in countless pha-es of industry, having 
nothing directly to do with their work as performers I 
have been told, for instance, that part of Eddie Fi-her's deal 
with Coca-Cola gives the yoitngMcr an intere-t in a Coca-Cola 
bottling franchise. Eddy Arnold, as another example, ha- a 
fair amount of interest in real e-tate around Nashville. Bing 
Crosby, it is of course well known, ha- dozen- of non— how- 
bu-iness enterpri-e-. 

The significance of this to spon-ors and their ageneie-. I 
believe, is plain. They may realize that when dealing with 
intelligent talent they may call upon such talent to help the 
adverser merchandise and sell his ware- in many ways be- 
yond his performance on the air or before a camera* 

Ed Sullivan, for one. "plays"' sales meeting-, distributor 
meetings, dealer confabs, and what have you. for hi.- Lincoln- 
Mercury bankroller. Liberate make- literallv .-core.- of per- 
sonal appearances for regional, and even local spon>or.- of 
bis tv film series. Many another tv film star sets up ami 
maintains a full schedule of promotional appearances in be- 
half of spon-or- and stations. 

There has been much said and written about the que.-tion 
of whether a star >liould do his >pomor s commercial.-. To- 
day the trend, as I <ay. goe- wav beyond thi?. Intelligent 
performer- will not only do dignified commercials, they will 
go far beyond that. More and more of them are becoming 
bu-iiie-- men and thii- have developed an understanding of 
hii-ine— " problem*. In televi-ion particularlv. there is a 
growing realization on the part of -tar- that their job doe- 
not 1 ecin and end with doing the show. Manv of them, with 
increasing enthu-ia.-m. are bappv to work as ''salesmen" for 
their sponsor-, in a hundred and one different wav-;. Thi- 
i- a healthy, sen-ible trend which can do nothing but good 
for all concerned. * * * 
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ON THE AIR FROM 7A.M. TO 1A.M. 
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a forum on q uc.vfioti* of eurrettt interest 
to air n</r<T<ix<»r* nncl their utjvucie-* 



I>o radio fiiiff It* need a better system of uwuvils 





THE PICKED PANEL ANSWERS 

SINGLE AWARD BENEFITS 

/fy Mark (Unnlson 
( . oodsa n-Tiul in an Production* 

1 n order for 
awards in televi- 
sion and radio to 
mean any thing, it 
may eventually be 
necessary for 
them to be nar- 
rowed down to a 
single oik*, with 
great prestige, 
rather than a (lock of them, some of 
which amount to nothing more than 
institutional promotion for a firm. 

Emulating the Hollywood Academy 
awards is a desirable, hut difficult, am- 
bition to realize. Aside from the fact 
that there are so many small competi- 
tive awards whirl) only serve to water 
clown the larger, more meaningful 
presentations., there are other problems 
inherent to radio and television. First, 
the industry does not present new prod- 
uct as regularh a-^ the motion picture 
trade does, lhis means that after a 
-how ha< "made good.'' although it 
continues to he aired and may even 
gain in popularity, perhaps improve 
despite the fact that it has alread\ won 
an award, it must be ignored in favor 
of newer, if not necessarily better or 
fresher fare! 

For the much-needed constancy, each 
\car awards should he considered for 
new shows, as w ell as for those that 
have been on the air for some time. 

At least one well-known award has 
evolved a \ er\ successful category se- 
lection, which nun very well be per- 
fect for award-gi\ ing. It is important 
that the groups are not too wide and 
not too narrow. W hen the promoters 
of various products, events and organi- 
zations move in with plaques and statu- 
ettes, scroll* and desk doo-hicke\». 



there is no limit to their imaginations 
» » . a State Fair annually presents 
awards to every show on the air I "For 
the best show on XYZ network on 
Monday at eight!"! in the hope of a 
cross plug on the air! W hile this may 
not fool anyone in the trade, its efTect 
on the public is only to add to the con- 
fusion. 

Another vital element of award- 
giving must be the board of judges. 
They must come, not necessarily from 
circles of c ritics of industry people, 
but certainly from groups who are 
conversant with the medium. They 
must be individuals who do watch tele- 
vision and know what shows are on 
the air: people who have seen these 
shows over a period of many months, 
rather than in screening rooms over a 
scant few days. 

If all this can be worked out prop- 
erly and intelligently, everyone in 
broadcasting will naturally benefit 
from one good, important award — not 
37 (count "em I different ones of as- 
sorted shapes and size?! 

OPPOSED TO SINGLE AWARD 

/fy Thomas A. McAvity 

f. P. in cliargr of tr network program* 
\ ISC 

No two of tli e 
well - established 
awards competi- 
tions for televi- 
sion and radio 
ha \ e identical 
criteria, but the 
goal of all the 
sy steins is the 
same the im- 
provement of broadcasting. 

It is the ven dhersitv of rules gov- 
erning the various awards that injures 
due recognition to outstanding pro- 
grams in all categories. It would be 
impossible for am one competition to 




gi\e clue credit to all worthy programs, 
concepts and techniques. 

The recognized awards in this in- 
dustry have developed systems based 
on years of experience. They are gen- 
erally given by non-profit, national or- 
ganizations or foundations and are 
based on competent and unbiased de? 
cisions. 

Broadcasting is designed to serve all 
segments cultural, social and eco- 
nomic of our population. By this 
token, the wide variety of points of 
view brought to bear by the awards 
systems is of indispensable value in 
spurring the industry to improvement 
in all phases of its operations. 

Occasionally the suggestion is heard 
that what broadcasting needs is a sin- 
gle awards system corresponding to the 
Academy Awards for motion pietureSi 
To this 1 am opposed, and so are most 
of us in this industry. 1 feel strongly 
that the various awards systems in 
broadcasting are doing a fine job, and 
that the wide range of criteria gives 
broadcasters a wide range of targets in 
the quest for recognition and leader- 
ship. 

It is obvious that not every top-notch 
program can win in any given year, no 
matter how many competitions there 
Were. But it is certain that the pro- 
•rrains which do win for one reason or 
another are representatives of the best 
and most forward-looking in our in- 
dustry. 



KEY 


1 S S 0 E 


Should there 


lie a change to- 


a single sys 


tem of awards 


sponsored by 


the industry? 


The comment 


* on these pages 


take up the 


pros and cons 


of a single 


award system. 
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ONE AWARD BETTER 

By Henry G. Foivnes, Jr. 
MacManus, John & Adams, Netv York 
The trouble with 
the present sys- 
tem of tv and ra- 
dio awards is 
that there is no 
one industry rec- 
ognized source of 
awards. At the 
present reading 
there are at least 
four major sources of awards, each a 
recognized authority by some segment 
of the industry ( especially the win- 
ners) and each offering a varying 
amount of publicity. I suspect that the 
public is rather confused by all the 
presentations, perhaps even suspect of 
some of them as a means of gaining 
publicity for the donors. 

I believe the radio and television in- 
dustry should follow the lead of the 
Motion Picture industry, which has 
established the American Academy of 
Motion Picture Sciences as the one su- 
preme source of industry awards. Ob- 
viously, our problem is not so easily 
solved insofar as the production of ra- 
dio and television shows is not local- 
ized as is the production of motion pic- 
tures. Recognition of local radio and 
television programing and talent is ex- 
tremely important and any new system 
of awards would have to recognize this 
fact by having representative judges 
on the local level. There is a way by 
which the granting of national and 
local awards can be established as the 
one industry recognized source, but I 
doubt if most people in the business 
would look too kindly upon it. This is 
very simply a panel of critics large 
enough to be representative of the 
country as a whole. This panel could 
be asked to once a year grant awards 
in all categories and it would be up to 
the industry to surround the granting 
with enough ceremony and publicity to 
establish the CRITICS AWARD as the 
Oscar of the radio and tv industry. 
While most people will agree that a 
panel of critics is well qualified to rec- 
ognize artistic excellence, I doubt if 
most people in the industry would want 
to give the critics any more voice in 
programing than they presently have. 
Nevertheless, these man make a living 
watching television and listening to ra- 
dio, which is more than can be said 
for any of the award panels presently 
operating. * ★ * 



National products get best results 




CASH REGISTERS RING RESULTS 

Product labels mailed in by housewives playing for cash prizes, play 
a merry tune of profitable advertising wherever kash box has been 
used. 

NATIONAL PRODUCTS USING KASH BOX ON KG A 

immediately following highest rated Don 
McNeil's Breakfast Club . . . will force sales 
throughout the hard to sell inland empire by 
using radio time, plus three newspaper tie- 
ins and display space in five Spokane Super 
Markets. Your products are bound to move. 

BONUS IMPACT . . . KGA's 50,000 WATTS. 

The only 50 kilowatt radio in the nation's 
fastest growing market . . . Command listen- 
ers everywhere . . . give buyers the lowest 
cost-per-thousand. 




KGA 



Represented by: Venard, Rinpoul and 

A McDonald 

Q Chicago — New York — San Francisco 

q Los Angeles 

Affiliate 
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The value of running a station prn- 
inotion contest can he computed in 
dollars and cents. Lehn \ Link I'rod- 
nets Corp. found this out when it tab- 
ulated results of a station promotion 
managers' contest for its ABC I V 
program, the Aw Hay Bolder Show. 

Through Leiinen \ Newell, its agen- 
ts. Lehn & Fink offered $250 cash to 
(he promotion manager who did the 
best job of promoting and merchan- 
dising the show and the sponsors 
product. When the content began, only 
39 ABC TV stations were in the line- 
up. The list eventually reached a to- 
tal of 69 outlets, of which 57 got the 
contest announcement. There \\ere 45 
entries in the contest — or a response 
of 78.9%, considered very high. 

Mrs. Dorothy Albee of W1LK-TV, 
Wi Ikes- Bar re, Pa., collected first prize. 
Robert Baldrica, WXYZ-TV, Detroit, 
won $150 second prize: Heywood 
Meets-, WMAL-TV, Washington, won 
S100 third place; Ken McClure of 
KROD-TV, El Paso, placed fourth to 
win S50. All entrants — winners or 
not — received a black and gold beer 

1VKOIV shows' sponsors 
what atl dollars will buy 

WKOW and WKOW-TV. Madison, 
are giving advertisers visible proof of 
what their newspaper advertising dol- 
lars will buy on a radio or tv station. 

The stations are sending out pam- 
phlets which feature miniature news- 
paper pages. Various sizes of news- 
paper ads are indicated on the minia- 
ture pages. Next to the newspaper 
page is listed what the same amount 
of money would buy on radio and tv. 

A typical page of the tv booklet says 
"If you use a 4 x 9" newspaper ad 
you can stretch your advertising bud- 
get with 15 minutes on WKOW-TV. 
I he average newspaper reader spends 
only 12-15 minutes per day reading 
his daily newspaper. The average tv 
family spends 4.65 hours viewing tele- 




L&N's Albert Plaut gives Dorothy Albee prize 



mug inscribed with their name and 
station call letters. 

The agencv estimated that the total 
value of extra time gained through 
the contest exceeded SI 00.000. One 
station, for instance, documented $7,- 
500 worth of extra spot time, while 
another documented more than $6,000 
for extra service. The average was 
more than $2,000 per station. 

Judges for the contest were Dan 
Shea. v.p. and merchandising director 
of Lennen & Newell; Gene Accas of 
ABC; Charles Sinclair, senior editor. 
SPONSOR; Florence Small, Broadcast- 
ing-Telecasting. * * * 

Tips for sponsors, programs 
in 'Tv Program Exchange' 

Local advertisers, agencies and sta- 
tions are being oflered a monthly di- 
gest of "tested and successful sales and 
program ideas.*' Called the Tv Pro- 
gram Exchange, the digest is being 
produced by the National Research 
Bureau. Inc.. Chicago. 

Idea Exchange includes a sales sec- 
tion which comes in a loose-leaf bind- 
er and covers dealer cooperative plans 
for television. It lists the manufactur- 
er s cooperative allowances, copy re- 
strictions and type of material avail- 



able ( such as sound film, slides, pre- 
pared copy). A monthly television 
news letter for station salesmen accom- 
panies the co-op data. 

The digest al-o covers tv program 
ideas. It reports case histories of test- 
ed shows, photos of the sets used in 
the shows and other information from 
the stations. 

NKB1 is located at 415 North Dear- 
born St.. Chicago 10. IJ.L * * ★ 

jVfifioiifil ISrnsh Co. heys 
commercials to weuther 

Commercials ke\ed to changes i"n 
local conditions are being telecast thi- 
winter by the National Brush Co. foj 
its Sno-Chaser auto brush. 

The brush firm's agency, Charles 0. 
I'ufler Co., Chicago, sent one-minute 
announcement films to 11 tv stations 
with instructions to air them only dur- 
ing inclement weather. The auto brush 
is a long-handled brush designed to 
whisk away snow from any part of 
an auto. On the other end is a plas- 
tic scraper which breaks up windshield 
ice without showering ice chips on the 
user. It comes in a pliofilm case. 

Stations on the current schedule 
include WNBQ-TV. Chicago: WNAC- 
TV, Boston; WCCO-TV. Minneapolis: 
WGR-TV, Buffalo; KLZ-TV. Denver; 
WHAM-TV. Rochester WHO-TV. De< 
Moines: WJBK-TV. Detroit: KMTV. 
Omaha: WTMJ-TV, Milwaukee: 
WHEN-TV, Syracuse. * * * 

Latest Crosley promotion: 
greeting cards to admen 

Crosley stations are sending hand- 
written flower-bedecked cards to time- 
buyers pointing out the advantages of 
a Crosley Group buy. 

Written in an intimate, friend-to- 
friend style* the message goes along 
like this: 

"Hello! I have a hunch you might 
be suffering from either swollen inven- 
tory, shrunken budget, or both— so 
many people are these days! If you 
want a sure cure for what ails you. 
give ine a call — I know a great M.D. 
(doctor of media) here at the Crosley 
Group. There's nothing like his new 
rate structure treatment. He'll have 
you walking on (C.G.) air in no 
time. . 

The cards are signed with girls' 
names, include the phone number of 
the Crosley station in Cincinnati. 

★ ★ * 
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Briefly . . . 

When KTRK-TV, Houston, went on 
the air it staged its own "spectacular." 
The new outlet telecast a live program 
from Houston's Music Hall theatre fea- 
turing James Melton, Peter Donald, 
Marguerite Piazza and other stars, plus 
the Houston Symphony Orchestra. 

* * # 

There's keen interest in fm table 
model radios at modest prices says 
Henry Fogel, president of Granco 
Products Inc., Long Island City, N. Y. 
Fogel said that response to his firm's 
"Music Hall" set, priced at $29.95, 
"already exceeds our fondest expecta- 
tions. . . ." "Until now," he said, 
"price has stood in the way of fm. 
But with fm sets within the reach of 
the most modest family budgets, the 
fm audience is bound to multiply 
niany times." 

* * * 

WTVW (tv), Milwaukee, is using 
12 of the city's omnibuses for bus- 
sized ads (see picture) . The station's 
also using 500 three-sheet posters and 





200 21 x 44 inch cards mounted on 
the outside of busses. Smaller posters 
inside the big bus-sized "spectaculars" 
are used to promote specific sponsors 
and programs. 

* * * 

Radio stations should dramatize the 
discount advantages of long-term use 
of radio. That's the belief of Robert 
E. Eastman, executive vice president 
of John Blair & Co., radio station rep- 
resentatives. Eastman recommends 
that radio stations list the 52-time rate 
first on their rate cards, with one-time 
rates listed last. "While a single change 
in the basic structure of a rate card 
won't induce advertisers to change 
their plans," Eastman said, "it will 
serve to focus attention of buyers and 
sellers alike on the advantages of con- 
tinuous long-term use of the medium. 
{Please turn to page 93) 
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Sea Monster 

in the Mountain West? 



l - Lots of local residents claim 
to have seen one in Bear Lake, 
some 85 crow-flight miles north 
of Salt Lake City. 

But, it's no myth as to which 
television station in the 
area is the most popular. 
KSL-TV has the upper hand - 
whether you count families watching 
or spot advertisers using!* 



TP: 



For more information on how to 

boost your sales curve in the 
growing Mountain West market, 
see CBS-TV SPOT SALES, or call . . . 

KSL-TV 

SALT LAKE CITY 

A 

,0 CBS-TV in the Mountain West 
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'Sources upon request 
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{Continued from page .""47 ) 

got the ability to reach that pro-pert 
at tin- psyt hological buying inoinent. 

Why then should any advertiser he 
a prophet of (loom as far as radio is 
concerned i 

I can tell you we re not. 

Last month we bought a network 
radio -how. A few month.* ago. as the 
John Blair Company will attest, we 
weie tire fii-t ones to put their new 
package plan under the advertising 
mici o.-cope. \t our own expense we 



took markets and set up store audits 
to determine how effective these sat- 
uration plans were in selling tooth- 
paste. 

We've just launched some new prod- 
ucts. Sunday supplements and tv 
played a major role. But radio was 
in there, too. as a strong and impor- 
tant part of our media strategy. 

Are we swinging the other way? 
\re we forgetting other media in a 
hungry search for low-cost advertis- 
ing on radio? Nothing could he fur- 
ther from the truth. 



As a matter of fact, our utilization 
and employment of television to sell 
our products has heen just as dynamic 
and just as resullful as our use of ra- 
dio. But. we use television differently^ 
because it is a different medium. 

This fall we've placed the largest 
concentrated spot campaign in denti- 
frice history behind Anun-i-dent. In 
every major market in the United 
States we've placed as many as 25 
announcements a week behind Anini-i- 
dent. And the results have been beau- 
tiful to see. 

Television can do things for us that 
no other medium can. just as radio 
has its distinctive qualities, 

For one thing, television can per- 
mit us to tell a dramatic story of how 
Amm-i-dent reduces tooth decay. Our 
current tv commercial shows, for the 
first time, a tooth actually decay ing 
and decav being presented by Amm-i- 
dent. 

Neither radio nor print nor posters 
could demonstrate so effectively how 
Amm-i-dent protect- teeth against cav- 
ities. So tv steps into our advertising 
strategy to deliver a punch we can't 
get anywhere else. 

You've probably heard this value of 
demonstration over and over again. 
But believe me, it's not until you have 
a demonstration that you want the 
public to see and understand that the 
power of television to perform steps up 
and delivers its one-two punch. 

But everything in advertising isn't 
demonstration, so where else do the 
values of tv lie for us? 

Well, there's one way that you might 
not think of right away. And that's 
the amazing fact that people respond 
to new products quickly in a neic me- 
dium. How many products, not neces« 
sarily distinctive in form and not nec- 
essarily new have been made by tele- 
v ision ? 

We hav e a toothbrush called Py - 
Co-Pav. It has been around for 40 
vears. vet until telev ision came along, 
it sal in that class of product you buy 
only if someone personally recom- 
mends it to you. 

A television announcement literally 
turned Py-Co-Pay overnight into one 
of the leading toothbrush brands in 
America. In three vears it tripled its 
sales. All as a result of television. 
Last year, ue bad to take Py-Co-Pay 
ofT our Danger show in order to give 
other products a hitchhike opportu- 
nity. A sales decline set hp shortly af- 
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FILLING STATION 
SALES 


Millions 


32 


LOUISVILLE 


$36.5"' 


33 


DAYTON 




I 


|> PHOENIX 




35 


COLUMBUS 


» 


36 


Tampa — 

St. Petersburg 


/ $35.8 


*SRD Consumer Markets '54 



IN FILLING STATION SALES 

Filling station sales are zooming because 
Phoenicians have the cars, the distances, 
the weather and the inclination to "go 
places." 

Are YOU cashing in on this profitable 
market? You will — when you tell your 
sales story over KPHO and KPHO-TV! 
They are the fast-action, "get-results" 
media favored by advertisers who have 
products or services to sell to the motor- 
ing public in Arizona. 



SOLD 

resetted most effectively 



through . . A 



KPHO-TV » nd KPHO 



Channel 5 • CBS Basic 
First in Arizona since '49 



Dial 910 • ABC Basic 
Hi Fidelity Voice of Arizona 



, NOW 




AFFILIATED WITH BETTER HOMES and GARDENS • REPRESENTED BY KATZ 
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More reasons 
why WFBM-TV is 
"First in Indiana" 



WFBM-TV 



STATION B 

COVERAGE: 

POPULATION, 1904. .2,226,700 

FAMILIES, 1954 .G.95,840 

Note : The population and number 
of families in WFBM-TV's 0,1 rav 
(figures listed above) are greater 
than the combined state totals 
in New Hampshire, Idaho, Vermont 
and South Dakota. 

*Circles indicate. contours as registered with the FCC, 




WFBM-TV 

INDIANAPOLIS 



7 



Represented Nationally by The Katz Agency 
Affiliated with WEOA, Evansville; WFDF, Flint; 
WOOD AM & TV, Grand Rapids 
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trrward. so we restored P\ -Co-Pa) to 
it> hid hhike slot. All sales started 
right again. All tins with a 20- 
s-eciuid announcement once eyery oilier 
week. 

In other »oi(N. the power of tele- 
\i-iun was such that win could turn 
>ale- on and oil like a faucet, with 
the barest kind of tv advertising. 

Hut thi- hasn't been our onh tv 
success story. 

For an ania/ing example of televi- 
sions jiulling power, let me relate an 
experience which happened in Febru- 
ary 1951 on our network program. 
\arne That Tune. 

If you've seen the show. you know 
that listeners send in songs which, if 
selected enable them to win cash prizes. 
We ran three announcements — not 30, 
but three telling listeners that if they 
vent in an Anim-i-dent boxtop and 
their songs were selected, the) d win 
a $500 Sas ings Bond as an extra prize. 

With three announcements, just 
three, ue received 830.000 box tops. 
And the cost of the prs motion was 
four bonds, or $1,500. and handling 
charges. 1 have checked the record 
books on this one and believe it will 
go down as the greatest boxtop return 



ever iccorded for so low a cost. 

So demonstration and impac t must 
certainly be emphasized as special as- 
sets of this medium called tele\ isiom 

Hut what are some of the others? 

Well, certainly memorability of ad- 
vertising is a factor that deserves spe- 
cial mention. 

Without getting into the statistics 
and slide rule di\i«ion, let me merely 
say this: People remember a message 
they see and bear, longer than they 
remember a message they either read 
or bear separately. I was reading Ad- 
ams' "Advertising and Its Mental 
Laws" last week, one of the earliest of 
the psychology of advertising books, 
going back to 1921. Adams, a psy- 
chology professor at the University of 
Michigan, yvas intrigued by the reten- 
tion of advertising messages. Yet. in 
his day, radio yvas such a baby and 
television yvas non-existent commer- 
cially, so no direct reference is made 
to the memorability of sound media in 
his book. However, in his studies of 
retention, he makes this point: 

"Repeating the same advertisement 
time after time will give increased 
memory value. Increasing the size of 
the atbertisement will still further im- 



prove memory yalue. And presenting 
the same appeal in different ways on 
-uccessiye occasions U still more ef- 
fective." 

Since Adams' time there have, of 
course, been many studies verifying 
his observations. Hut I think this old 
professor would agree today that tele- 
vision does all of these things — and 
does thein extremely well. 

Television permits repetition. Tele- 
vision presents each advertisement 
with dominant impact. (Wliat the 
print media boys call 100% Starch.) 
Television enables the same appeal to 
be presented in different yvavs on suc- 
cessive occasions. 

So the original psychological laws 
of advertising still apply to this new 
and groyving medium. It can take the 
advertiser's message and pound it 
home to the tv viewer as no medium, 
can. 

On the horizon, of course, is color. 
Those of you who have already wit- 
nessed color tv, I am sure recognize 
yshat a powerful additional force this 
is going to be for the advertiser. Sud- 
denly, advertisements yvill contain 
everything you could hope for from 
a promotional standpoint. You'll have 



NOW 

Stronger pull 
than ever! 




KMJTV 



FRESNO, CALIFORNIA • CHANNEL 24 



boosts 



? 
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Video power up to 447,000 watts 
Audio power up to 223,500 watts 
. . . increasing signal power 12.58 times 

KMJ-TV pioneered TV in this important inland Cali- 
fornia market. It's the San Joaquin Valley's most-tuned- 
to TV station". Now, with a poyverful new signal and 
the finest transmitter location in the Valley, it has more 
audience pull than e\'er. And more than ever, KMJ-TV 
is your best TV buy in the Valley! 

KMJ-TV — Fresno's First Station — First in Power 
— First in Audience 

Paul II. Raymcr, National Representative 

"KMJ-TV carries 19 out of the 25 top-rated nighttime pro- 
grams viewed in the Fresno area. (October 1954 ARB report). 

SPONSOR 



I! ASK 
YOUR 
. NATIONAL 

I REPRESENTATIVE 

You're on the verge of a decision, and a problem. 

What business papers to pick for your station promotion? 

It's no problem to kiss off, for your choice can have a telling 
effect on your national spot income. 

But where to get the facts? 

The answer is simple. Ask your national representative. 

He knows. His salesmen get around. They learn which business 
papers are appreciated, read and discussed by buyers of broadcast time. 

His is an expert opinion. Don't overlook your national representative, 

I SPONSOR 

H The magazine radio and tv advertisers use 



27 DECEMBER 1954 



73 



ighl. sound, color, motion. Is it loo 
much to expect llial the old set will 
*tarl blowing smoke rings one of theM- 
day;? 

But ^i-tting Lack to the original 
I'oint again, what are these specific 
u«cs of television which set it apart 
from other media? 

Well, there's another one 1 rail 
show-casing." It's prohahly the big 
intangible in the list of radio and 
television \alue- we've discussed to- 
dav but it also can't be ignored or 
left out of am such li<t. 



"Show -casing" ti.eans giving a sense 
of importance. It's a prestige factor 
that give- a brand stature among its 
competitors. Not in the eyes of com- 
petitors, but in the eyes of the public. 
We cousidei our Danger program on 
the CBS network in that category. 

{Editors note: Since the ston w;i« 
written Block Drug has cancelled Dan- 
ger, The low-budget show s rating suf- 
fered from the more expen-ive compe- 
tition and the firm feels it can do bet- 
ter at present in spot tv. I 

Our network show nlaced Ainni-i- 




dent oil an equal plane with the Ipanas, 
the Pep c odents and the Colgate?. 
\s 1 say. it s an indefinable, an in- 
tangible but I think it's there as a tele- 
\ i-ion \alue. There are advertisers 
who will admit to \ou that two half- 
page ads in a newspaper will deliver 
more readership than a single full-page 
ad. But they use that full page for 
exacth the same reason we employ a 
network vehicle instead of spot to 
showcase our items. 

Some years ago I came to the ad- 
\ertising theorem that all media can 
sell merchandise. I still hold to that 
belief today that if the advertising 
doesn't do the job, it's the message 
not the medium which deserves the 
blame. 

This final word of caution, then. 

If you have used radio or television 
to sell your product and the results 
have been far short of expectation, 
re-examine the basic copy idea. Don't 
indict either radio or television for 
merely transmitting a weak sales mes- 
sage! And finally, study the combina- 
tion of the two. 

Was the message right for the me- 
dium or the medium right for the 
message? Instead of soul searching, 
substitute researching. It may lead 
you back to a medium you write off 
erroneously ! * * * 



Broadcasters are now receiving seven important program 
scripts from BMI on a regular basis* These scripts are 
filling a vital role in the daily programming logs of stations 
in every section of the country. 

BMI makes no charge to its licensees for this program 
service. Each script is designed as a practical program 
and its use for commercial sale is encouraged. 

BMI scripts ranging from five-niinute shows to full hour 
concert music presentations, are mailed to BMI-licensed 
stations on a monthly basis. They are written for com- 
mercial use mid tailored to the needs of all types of radio 
and TV operations. 

BMI scripts are perfectly suited both to the station with 
a small staff, limited facilities and curtailed budgets, as 
well as to the large operation with full orchestra and 
complete program staff. 

Far sample scripts and cam plete details 
plraxe icritc to Station Service Department 

It It OHM \%T M r SIC, INC. 

-> 8 9 V I F T II A V E N t' V. • N K \\ YORK 17, N . Y .. 

NKW \ORk • CHICAGO • HOLLYWOOD • TORONTO • .MONTREAL 



WASH WELL 

(Continued on page 44 1 

high for the launderette-type of busi- 
ness, according to Harwood, is in 
April. After tv began in the fall of 
1953, the Wash Well's business 
reached what the management believed 
would be an all-time peak the follow- 
ing April. But business did not taper 
off after April 1954. instead continued 
to increase I note July figure quoted 
above) . 

How did the tv commercials suc- 
ceed in getting across Wash Well's 
message to the public? 

At the outset, three one-minute films 
were made. Planned, written and su- 
pervised by Harwood Advertising, 
they were produced right on the prem- 
ises of the Wash Well plant. (Actual 
filming was done by Ted Offert. owner 
of Arizona Tele Ad Productions in 
Tucson.) Cost of each: about S135. 

Each film dramatized the drive-in 
car-door attention, the one-stop laun- 
drv and drv cleaning convenience and 
the fast service. Also pointed up. with 
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nation in 



New 



jersey 



St 



covering 8 2% of the state plus a big bonus 
in New York 



■ th aud 





according to pulse 



itH advertiser; 



and 8 out of 10 are retail 



itH businei 



which has been firm for the last 5 years 
and is now better than ever 




the answers 



to a New Jersey sales problem call your 
waat man ... he knows this market 



waat 

970 on your dial 



1020 Broad Street, Newark 1, N.J. Mitchell 2-6400 

575 Madison Avenue, New York 22, N. Y. PLaza 5-1331 
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tlii' aid of -t enes in the plant and 
close-ups. ftnc (|uulit\ of the work, 
the cellophane wrapping used on the 
finished garment, cconom\ and the 
fart that all work was done right on 
the premises. Here is a sample of the 
audio in one of the films : 

""Why waste these hours waiting for 
a rouleinan to pick up one day and 
delher da\s later? Your laundry and 
dr\ cleaning can he ready when you 
want it, if \uu drive to the \\ ash W ell, 
where one-slop laundry and dry clean- 
ing *a\es \ on up to 20 ^ . Wash Well 
"Car Door" service is wonderful. Don't 
e\en leave \our ear. An attendant 
takes your laundry and dry cleaning, 
and your special instructions. Clothe; 
are carefully inspected . . . spots and 
stains expertly removed . . . pockets 
and cuffs cleaned hy vacuum brush 
. . . and dry cleaning done with gen- 
tle, odorless cleaning solvents, and the 
latest equipment . . . right in the Wash 
Well. Clothes are pressed beautifully 
under electronic control . . . ruffles and 
trick} pleats are expertly finished and 
men's coat sleeves soft-roll pressed, if 
requested. Drive to the Wash Well, 
where sen ice on shirts and drv ( lean- 
ing means 'In today, out tomorrow, at 
nn extra charge " 

Two film announcements are run 
each week one on each station. The 
commercial on KOPO-TV. the CBS T\ 
outlet, appears Sunday evening at 8:00 
p.m., right after Private Secretary. 
On k\ OA-TV, an NBC TV affiliate. 'it 
appears each Wednesday at 9:00 p.m.. 
immediately preceding the Kraft Thea- 
ter. 1 he films are rotated. 



(A new one-minute film — a combi- 
nation of animated effects and action 
sequences of the Wash Well operation 

was recently produced and has been 
added to the schedule.) 

As soon as the commercials were 
launched on the air. business began 
to pick up, states Joe Tofel. People 
drove in and made reference to the 
commercial. Points out Tofel: "After 
nearly a year of operation, after spend- 
ing lots of money on advertising, we 
still heard this: '1 didn't know you 
did your own cleaning or shj r t= till 
I saw it on tv. But most definitely 
they saw. and came in — which is all 
we wanted to accomplish." 



44So strongly do I foci that telrv iwion, 
both as Vic know it now, and as we will 
scarcely recognize il but a few year* or 
months ahead, is the mosl powerful 
force for good or evil that has ever 
been unleashed on the public; mi 
strongly do I feel that our only chance 
to keep it in the realm of free private 
enterprise is now; that I cannot find 
words to express the conviction that all 
of us, each of you, must find the moans 
to make your station the public servant 
thai was contemplated by the most 
starry-eyed idealist who ever used the 
phrase 'public interest, convenience 
and necessity'.?? 

LAWRENCE II. ROGERS II 
Vico Prmidimt «£• Con. }tgr. 
WSAZ, Inc.. Huntington 



The number of customers served bv 
the Wash Well averages 350 to 400 
daily, with a Saturday peak close to 
600.' 

Prior to opening the Wash Well, Joe 



Tofel and Al Cilberg operated a laun- 
derette, farmed out dry cleaning and 
shirts to a large commercial plant. 
Volume had reached $1,200 a week, 
which both partners felt was about the 
limit since they had nothing further to 
offer to increase sales. So they de- 
cided to expand and conceived the 
Wash Well. 

On 19 December 1952 Wash Well 
was officially onened. The 6.500- 
square-foot building contained both 
laundry and dry cleaning facilities, 
with up-to-date equipment. The laun- 
derette oflers eustomers their choice 
of wet wash, fluff dry, flat finish and 
complete finish. It contains 36 Bendix 
commercial automatic washing ma- 
chines, which allow each family' bundle 
to be washed "sanitarily separate." 
There are also half a dozen larger 
washers. 

In front of its building, the Wash 
Well has a large, double-face, change- 
panel sign (see cut ) , with room for 
three-line messages which are con- 
stantly changed. The messages vary: 
sometimes they plug Wash Well's ser- 
vices: sometime 5 there appears a slo- 
gan for Red Cross, the March of 
Dimes, or other community-interest en- 
terprises. About 2u,000 cars pass this 
<dgn daily, estimates Joe Tofel, who 
considers the sign a most effective at- 
tention-getter. 

But attention-getter extraordinary 
for Wash Well has been tv — which is 
why the company gives it all of its 
$9,600 annual budget. * * * 
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VHF CHANNEL Q MANCHESTER. N. H. 

THE BEST SIGNAL— AND LOCAL COVERAGE 
FROM WITHIN THE MARKET 

Sine of 10 Sew Hampshire Counties 1 13,825 TV (amities 

Coverage of northern Massachusetts Lowell. 

Lawrence, Haverhill, yitrhburg areo 235,063 TV families 

PLUS — Coverage of touth and eastern 

Vermont , 13,200 TV families 

PLUS York County. Maine 19,250 TV families 




Total PRIMARY coverage 381,338 TV families 

FOUR MILLION PERSONS 
LIVE IN THIS AREA 

Represented by WEED Television Corporation 
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It Costs No More To Give More— 

If You Give The Bonus In Savings Bonds! 



If your company is one of the more than 45,000 com- 
panies that have the Payroll Savings Plan you know 
what your employees think of Savings Bonds — they 
spell it out for you every month in their Savings Bond 
allotments. 

If you don't have the Payroll Savings Plan, and are 
wondering whether your people would like to receive 
their bonus in Bonds, here are a few significant facts: 

— every month, before they get their pay checks or 
envelopes — 8.500,000 men and women enrolled in 
the Payroll Savings Plan invest $160,000,000 in 
U. S. Savings Bonds. 

—Payroll Savers hold their Bonds: In the three 
years since the popular E Bond commenced to 



mature (May, 1951 to September, 1954) over 
$14,000,000,000 have come due. Throughout 
this period approximately 75% of the maturing 
bonds were retained by their owners under the 
automatic extension plan. 

- — on September 30, 1954, the cash value of Series 
E and H Bonds— the kind sold only to individuals 
— totaled 37.8 billion dollars, a new high. 

To the Payroll Saver, and to the man who buys his 
Bonds at a hank (because his company does not provide 
the Payroll Savings Plan) a One Hundred Dollar 
Savings Bond looks bigger and better and is bigger and 
better, than a check for $75. Make this a merrier 
Christmas for every employee. Give the gift that keeps 
on giving. 



The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 

SPONSOR PUBLICATIONS INC. 
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YEAR-END STATEMENTS 



Si'f 1 i ar mil rt ff»ef t /»<,</' 2,9 



Robert E, Kintner, President. 
4HC: I'he vear just closing saw two 
Mgnifiranl trends established at the 
\incri< an Broadcasting Company 
which should be of partic ular interest 
to ad\erti-er* in 1955, 

In radio, it is the accelerated busi- 
ne-s activity at the ABC Radio Net- 
work, demonstrating a decided re- 
surgence of this advertising medium. 
This in« rea»in« husiness activity has 
heeii brought ahout b\ a combination 
oj highly -successful saturation radio 
campaign pa<-kage>. programing blocks 
of proven ability to deliver a clioice 
and growing audience and greater cost 
efli< iencv for each advertising dollar. 

As a result of this resurgence of 
radio at ABC. the Network will enter 
the first quarter of 1955 with more 
commercial time sold than for the cor- 
lesponding 1954 period. This trend of 
advertisers to ABC Radio, 1 am cer- 
tain, will continue throughout 1955. 

The most significant fact for televi- 
sion in 1955 is this season's emergence 
of three — not just two — major televi- 
sion networks. ABC Televisions tre- 
mendous progress in the four basic 
yardsticks by which a network is 
judged — programing, clearances, rat- 
ings and advertisers — now compels the 
attention of all advertisers. No longer 
is a sponsor restricted in his choice of 
networks. Now. for the first time, he 
can select from among three major 
television networks. 

1955*s advertisers will be able to 
enjov lhi> luxury of choice with the 
added incentive of establishing a valu- 
able franchise on ABC Television — 
America's fastest growing television 
network. 

# # » 

Adrian Murphy, President, CHS 
Radio: The challenge that faces all of 
u* in radio in 1955, it seems to me. 
is how to harness, package, and >e\\ 
what is unquestionably a great force 
in \mericaii business. 

Radio regularly reaches more homes 
than any other advertising medium. 
Total family hours of radio listening 
at home continue at a very high level 
more than 900 million per week and 
only 2!! f ( fewer than before telev ision. 
\nd radio has many new values to 
offer advertisers including a big and 
still unmeasured out-of-home audience 
that is virtually all new since 19 IB. 

We are now able, for the first time, 
to report accurately on the number 
and location of radio sets. In a few 



weeks we will also be able to tell ad- 
vertisers just how much listening is 
going on in that huge liiedium-w ithin- 
a-mediuni. the 26.180,000 radio- 
equipped automobiles. And on the 
CBS Radio Network our new evening 
strip programs are now bringing to 
nighttime radio the big cumulative au- 
diences that we have always been able 
to demonstrate in our daytime radio 
programing. 

But beyond this, we obviously have 
several selling jobs ahead, finding new 
ways: ill to point up the impact of 
the spoken word, (21 to influence the 
dealers who influence advertisers and 
(3 I to compare the program audiences 
of radio with the page audiences of 
magazines and newspapers (instead of 
their entire circulation!. 

Radio in 1955 will continue to be 
one of the major motivating factors 
in consumer spending, and I am con- 
fident that we will find ways to prove 
it. 

# » * 

J. L, Van Volkenburg, President, 
CHS Television: Television in 1955. 
according to all signs, shows good 
promise of becoming a billion-dollar 
industry . 

Contemplating this outlook recalls 
my 1951 year's-end prediction that the 
estimated number of U.S. television 
hoines at the end of 1952 would be in 
the neighborhood of 19.000.000. I 
doubt whether even the most optimis- 
tic of us at that time would have pre- 
dicted that this figure would approach 
37,000,000 by the end of 1955. 

While television's growth has taken 
place during an era of enormous ex- 
pansion of the U.S. economy as a 
whole, I think it can be claimed that 
telev ision has been one of the most 
powerful forces behind this economic 
expansion. In my view it is destined 
to continue to fulfill this role with 
ever increasing effectiveness in the 
years ahead. 

An outstanding 1951 development 
was the demonstrated value of con- 
tinuity and repetition in over-all tele- 
vision programing: most of the top- 
rated network programs today have 
been seen at the same time, and on 
the same day. for an average of three 
years. In my mind it adds up to the 
fact that success in programing es- 
sentially depends on the ability to 
build a program schedule that will 
provide continuous and lasting enter- 
tainment at the lowe>t cost per- 1. 000* 



We feel that in 1955 even more ad- 
vertisers will be guided by the policy 
of continuity and repetition. 

The New Year also will see further 
expansion of our color plans. Adver- 
tisers participating in the CBS Televi- 
sion color rotation schedule gained ex- 
tensive experience in color television 
production, in problems of lighting 
and makeup, and in the techniques of 
preparing color commercials to pro- 
duce the bot possible reproduction 
and the most effective display. This 
experience is sure to be of inestimable 
value for the future as color takes on 
greater importance. As the rotation 
schedule moves into 1955. a total of 
69 of the network's affiliated stations 
are equipped to carry these programs 
in color. More and more stations will 
acquire color equipment and find in- 
creasing audiences for the 1955 ex- 
panding schedule of color programs, 
*> * # 

Ted Hergmann, Managing Direr- 
tor, Du Mont Television Meticork: 
Television will continue to grow in 
billings and in attracting an increas- 
ingly larger percentage of advertis- 
ing's total expenditures though 1955's 
increase over 1954 will be somewhat 
less, percentagewise, than 1954 s in- 
crease over 1953. This is due to the 
fact that available Class '"A" time was 
pretty well filled up this y ear and sub- 
stantial investment in these periods 
will now be likely to increase only as 
new stations go on the air in the bet- 
ter markets, 

As to the course television will 
take — 

We at Du Mont believe that televi- 
sion will shape itself into whatever 
forms are dictated by advertisers 
needs and budgets, by the ability of 
networks to clear station lineups that 
sponsors call for. by a soft consumer 
market, or a firm one: in short, bv 
the money that advertisers make avail- 
able to it. 

Having pioneered and proven both 
the efficacv and the need of programs 
that enable sponsors to share the cost 
of tv time and noting no reversal of 
the trend towards rising costs, we ex- 
pect to -see more programs financed 
by various ">hare the cost" techniques. 
Because so many stations are sold out 
on all Class "A time, we expect to see 
an increase in the use of film, both to 
handle national business and to sup- 
port local programs adequately. 
I Statements continue page B0 1 
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That's what they said the day before 
Pearl Harbor. Remember? But by now 
you'd think people would have learned. 
Let's face it — we must be ready for 
disaster at any moment. It may be an 
atom bomb — or it may be a fire, a flood, 
a hurricane. It's only common sense to 
be prepared for it, whatever it is. Take 
these precautions TODAY: 




I I Enlist the help of your local Civil Defense 
Director. 

I 1 Check contents and locations of first-aid kits. 

I I Send staff to Red Cross courses. They may 
save your life. 

I I Promote preparedness in your community. 
Your local CD Director can show you how. 

Set the standard of preparedness in your plant 
city — check off these four simple points XOIF. 
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I homas l\ OWeil. Chairman, 
MBS: \o prophet can foretell the fu- 
ture role of radio anymore than he 
can foresee all of televisions possi- 
bilities. However, based on the tempo 
of Mutual ? sales activities during the 
past sc\eral months, we are convinced 
of network radio's continuing strength 
and tremendous selling power. In this 
period, new business and renewals 
representing $9 million in annual 
gross billings (all contracts for 52 
weeks) were signed for 1955 by 14 
of the country's leading advertisers. 
And the recently completed Ward 
study of daily living habits has sub- 
stantiated radio's impregnability. 

We are now making available the 
full interpretation of the study to ad- 
vertisers so they may know the new 
facts on total listening— everywhere. 
Tacts already harvested from the Ward 
surve\ which reaffirms radio's posi- 
tion; radio is listened-to hy 58% of 
all the people in the country; radio 
is listened-to in all rooms of the house, 
and wherever people go outside; ra- 
dio's available at home audience con- 
sists of 67,000,000 people; radio ex- 
erts a constant influence on the more 
than 96% of the radio-owning pub- 
lic; from 6:00 a.m. to 6:00 p.m. of 
all people exposed to broadcast media 
— 70% are listening to radio, and 
30% are watching tv. 

This continuing show of strength 
for radio is also strongly reflected by 
the almost 5,000,000 additional radio 
sets bought this year. They're being 
bought because people are using them. 
Radio's unparalleled circulation today 
reaches Americans through more than 
110 million radio sets . . . radio is con- 
stantly within easy reach of people . . . 
in almost 47,000,000 homes ... in 
more than 26,000,000 automohiles . . . 
it goes on vacations with them ... it 
goes to picnics, beaches and parks. 
Hadio is able to reach virtually the 
entire population at any time, and 
reaches a considerable part of it at 
all times. 

The combination of the continuing 
growth of radio, its sales effectiveness, 
and the important fact that radio is 
firmlv established as a force which af- 
fects the working, playing and buying 
habits of the majority of individual 
Americans portend a long and vigor- 
ous life for network radio. 

* * • 

Sylvester L, W eaver. President, 

iS'liflt Color television, harnessed to 



the sale of goods and services, will ex- 
plode the American economy to a new 
high. Color television, the one perfect 
sales tool, will be put to use by you 
advertising men to stimulate the flow 
of goods from producer to consumer 
to create desires for more and bet- 
ter products of our vast industrial 
machine. 

. . . On the NBC Radio Network we 
have patterns and plans to fit the 
needs of any and all national adver- 
tisers. . . The sales patterns we are 
developing are bringing into network 
radio clients it should have had years 
ago, but was never able to reach be- 
cause it was frozen to conventional 
patterns established at its beginning. 
At the same time, we are making the 
conventional use of network radio a 
still more attractive buy for those who 
prefer this pattern. (Mr. Weaver's re- 
marks are excerpted from recent talks. I 

# # * 

John Blair, Retiring President, 
State Representatives Assoc.: 1 
have never felt it wise, each year at 
this time, to conjecture as to whether 
business will be good or bad during 
the ensuing year. Business doesn't 
just happen to be good or bad. In 
the broadcasting field, we can go a 
long way toward controlling the state 
of business by improving the quality 
of our product, which is basically pro- 
graming, and by improving our crea- 
tive selling techniques. If we have a 
sound product, and we go about pre- 
senting it with vigor and imagination, 
we should have no difficulty in selling. 

Assuming that these conditions pre- 
vail, spot radio should do well in 1955. 
Among other things, the medium 
should benefit from increasing use of 
the saturation technique which dem- 
onstrated its effectiveness so well this 
past year. Our feeling is that many 
advertisers are just beginning to un- 
derstand how to use spot radio well. 

Creativity in programing and sales 
are just as essential to spot television 
as they are to spot radio. We do 
know that spot television is moving 
from its rapid growth phase into a 
phase of greater competition, both 
with other media, and between the 
growing number of television stations. 
Nevertheless the enormous selling force 
of the medium is so valuable to the 
advertiser that the total amount of 
money spent in the medium should 
continue to grow. 



Frederic R, Gamble, President, 
A. A. A. A.: The future of television and 
radio, like that of other advertising 
media, is bound up with the future 
of the economy. 

And the economic future seems 
bright, especially long-range. 

For this reason it seems likely 
that national advertising expenditures 
will continue to increase. Thev have 
been increasing ever since World War 
II at a rate of some 5 to 10% per 
\ear. There is room for further in- 
crease: expenditures are still below the 
pre-war average ratio to gross national 
product. 

How much they increase may de- 
pend, to a large extent, on how fast 
we can find and train additional qual- 
ified people — in advertising agencies, 
advertising departments and on media 
staffs — to handle the volume success- 
fully. And how much radio and tele- 
vision will share in the increase will 
depend. I expect, on each individual 
station — its programing skill and its 
business sense. 

A well-run station will see that its 
costs are in line; will not depend on 
"deals" to get husiness; will be care- 
ful about the kind of business it ac- 
cepts and the ability of the agencies 
it recognizes. 

* ■• * 

Paul B. West, President, Associa- 
tion of National Advertisers: To- 
day's business management is looking 
more and more to advertising, inte- 
grated with other selling efforts, to 
carry forward our high level of busi- 
ness activity. There are vast changes 
in today's expanding markets, and 
there is no doubt that competition has 
become far more keen. 

The economic outlook demands that 
this advertising force play an even 
more important role in furthering our 
economy. 

All this means a greater volume of 
advertising, in all media, and new- 
techniques and ideas. Newspapers, 
television, magazines, radio and the 
other major media will feel this in- 
crease in advertising funds. 

As tv costs go up, some national ad- 
\ertisers may have to look to other me- 
dia they can afford, while new firms, 
enter the tv medium for the first time. 

Still other advertisers look to radio 
and newspapers as older, tried-and- 
true media. In other words, the ac- 
cent is on the positive, dynamic fac- 
tors to sustain and enhance an econ- 
Biiiv that staggers the imagination. 
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BETTY CROCKER 

(Continued from page 35) 

eral Mills takes tlie five-minute show 
is seen from the attention given it at 
home base in Minneapolis, where the 
efforts of advertising department,, home 
service department and product heads 
are directly involved. At the top is 
Advertising Manager, Grocery Prod- 
ucts Division, Clifford S. Samuelson. 
Directly under him are the advertis- 
ing supervisors of the flour, mixes and 
cereal groups. Together with seven 
different agencies, they plan the Gen- 
eral Mills advertising campaigns. The 
agencies are Dancer-Fitzgerald-Sam- 
ple, BBDO, William Esty, Knox- 
Reeves, Tatham-Laird, Zimmer, Kel- 
ler & Calvert and N. W. Ayer (which 
handles institutional advertising). 
Closely allied with both ad depart- 
ment and ad agencies is the Home Ser- 
vice Department, which runs the Bet- 
ty Crocker kitchens and provides the 
direct contact with the public. 

All seven agencies are directly in- 
volved Ln the actual running of the 
radio program. This requires an un- 
usual integration and cooperation be- 
tween members of a highly competi- 
tive business. Here is how it is done: 

The show itself is produced by Dan- 
cer-Fitzgerald-Sample, which handles 
the Gold Medal Flour, Cheerios and 
the products of General Mills Sperry 
Division. Producer of the show is 
Gene Patterson. Editor-Director is 
Bill Doughten. Writers are Lillian 
Taylor anil Virginia Stewart. Some 
of the products advertised on the show, 
however, are handled by other agen- 
cies: Betty Crocker Cake Mixes, 
BBDO; Softasilk and Sugar Jet, Wil- 
liam Esty; Bisquick and Wheaties, 
Knox-Reeves; Kix, Tatham-Laird. Af- 
ter the first of the year, N. W. Ayer 
will service the program with institu- 
tional copy and Zimmer, Keller & Cal- 
vert of Detroit will contribute copy on 
Farro Feed. 

Naturally, to keep so many products 
and agencies straight, it is necessary 
first of all to plan well ahead and to 
plan carefully. Detailed planning and 
scheduling are done by the Home Ser- 
vice Department of General Mills, un- 
der the direction of Miss Janette Kel- 
ley. Full notes for each of the shows 
are furnished the production group at 
Dancer-Fitzgerald-Sample, with indi- 
cated products marked. The show 
writers put the material in dialogue 
form for Adelaide Hawley, who is Bet- 



ty Crocker, and announcer Win Elliot. 
They indicate where the commercials 
go and pass the scripts along to the 
agency whose brand is involved. 

After getting client approval the 
scripts with commercials are returned 
to Bill Doughten at Dancer-Fitzgerald- 
Sample for production follow-through. 
A typical day's schedule, that of Oc- 
tober loth, ran this way: o:55 a.m. 
show — product Bi-quick, agency Knox- 
Reeves: 2:30 p.m. show — product Gold 
Medal Flour, agency D-F-S; 4:25 p.m. 
show — product Brownie Mix, agency 
BBDO. 

With seven agencies involved, differ- 
ences in taste and judgment are bound 
to arise. Let us say one contributing 
agency provides a commercial that Bill 
Doughten of D-F-S considers some- 
what out of keeping with the Betty 
Crocker personality. Or suppose an- 
other agency thinks the program on 
which its commercial is to appear 
should be altered. How are these dif- 
ferences reconciled? Usually all that 
is necessary is a telephone conversa- 
tion between Doughten and a copy 
chief at the other agency. When a fun- 
damental re-write is being requested, 
however, the client is contacted and 
asked to make the decision. 



So far, says Doughten, no insuper- 
able problems have arisen, and agency 
difference- have not led to severe 
clashes. 

Tht- prttbUnmt; As anyone who has 
e\er tried to do a job with a five-min- 
ute show knows, it is not easy. Pro- 
ducer Gene Patterson sums up the 
function of Time for Belly Crocker as 
follows: *'lt has to deliver a service 
that the listener will remember and it 
has to get across a sales message. Since 
the program is actually four minutes 
and 30 seconds long, we have our work 
cut out for us. It is a tough, challeng- 
ing problem." 

Under the network rules, General 
Mills is entitled to 75 seconds of com- 
mercial per segment but hecause of 
the natural integration possibilities of 
what is fundamentally a recipe pro- 
gram, the commercial impact cannot 
actually be measured by the formal 
time limit. Even the commercial it- 
self, in some cases, is handled as a 
recipe item, with a major portion of 
the pitch consisting of instruction, so 
that there is often no real division be- 
tween program and commercial. 

The brevity of the program, Patter- 
son points out. has an important con- 
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sequence on the recipes — they must be 
kept simple so that the highlights can 
he remembered. It is unrealistic to as- 
sume, he insists, that the listener is 
waiting there with her pencil ready. 
At the same lime Betty Crocker can- 
not go too quickly for women to fol- 
low her. 

Not only is each program a separate 
entity hut most fall into different cate- 
gories. The morning show is always 
a menu. The others are organized in- 
to the following groups; mid-day 
show, "You Asked For It" (Monday), 
"Let's Be Different" (Wednesday), 
"Hoinemaker Recipe" (Friday J ; af- 
ternoon show, "Old Family Favorite" 
(Monday), "Entertaining" (Wednes- 
day), "What's Cooking" (Friday). 

Scripting the show is difficult, says 
Patterson, for the material has to be 
tight yet in the Betty Crocker idiom. 
It takes a long time, he feels, before a 
writer learns to handle the dialogue 
well. At all times it is necessary to 
tee that the writing stays in keeping 
with the personality the public has 
come to associate with Betty Crocker. 

The Betty Crocker idea: J n es- 

sense Betty Crocker is an unselfish 
sales personality. The whole opera- 
tion is geared to the idea of develop- 
ing and testing recipes as a service to 
the housewife. To that end elaborate 
kitchens have been established in Min- 
neapolis and food experts hired or 
trained to experiment and test. A spe- 
cial effort is made to find recipes that 
will work in all parts of the countrv. 

Betty Crocker is the embodiment in 
a single person of this program. 
Through the years she has developed 
as a real person and great homemak- 
ing authority. Under her name a con- 
stant stream of literature answers the 
question of untold numbers of women 
across the country. Some idea of her 
influence can he seen in the huse sales 
of the recent "Betty Crocker Picture 
Cookbook" — out only four years, it 
has sold over 2.800.000 copies. An- 
other volume, "Betty Crocker's Cood 
and Easy Cookbook. ' tailored to the 
modern hoinemaker and the mass mar- 
ket, was released this fall. It will 
shortly go into its second printing with 
a total of 1.000.000 copies. And how 
is she as a product salesman? Stuart 
I pson, Dancer-Fitzgerald-Sample v. p. 
and account man on Cold Medal 
Flour, says: "Betty Crocker is possibly 
the single most important reason for 
Cold Medal's leadership, through the 



use of her recipe serv ice, its develop- 
ment and presentation." 

Cold Medal Fl our, incidentally, 
claims to sell more packages than the 
next several brands combined. It is 
the brand with which Betty Crocker 
was first associated, and with which 
she has been longest identified. Betty 
Crocker later became the brand name 
of several cake mixes, a brownie mix 
and a pie crust mix. And her name on 
the red spoon s)inbol appears on 
packages of other brands such as Bis- 
quick and Softasilk. 

Not only is she the best known 
hoinemaker in this country, according 
to Ceneral Mills she is better known 
than all other service personalities 
combined. Lpson maintains that, al- 
though the Betty Crocker idea has 
been widely copied no one else has 
been able to make it so successful, 
h is not only a question, he says, of 
having been there first, but of un- 
matched testing facilities and proven 
recipes that are "simple, quick and 
right." 

Betty Crocker on tv: ft was to be 
expected that ultimately Betty Crocker 
would appear on television; and she 
has, played by the same person who 
does her on radio, Adelaide Hawley. 
Almost any day you are likely to see 
her making a service-selling demon- 
stration on one of the innumerable 
Ceneral Mills products. She may show 
up on the davtime CBS soaper, Valiant 
Lady, out of the D-F-5 serial factory — 
the Saturday night situation comedy 
on CBS. Willy or on the same net- 
work's Rob Crosby or Robert Q. Leivis 
shows. 

Yet she has no television show of 
her own. Television, it seems, for all 
its tremendous coverage and impact, 
presents curious problems for further 
development of the Betty Crocker idea. 

The former Betty Crocker tv; vehi- 
cles, one a service, the other an enter- 
tainment show, proved unsatisfactory. 
The service show just did not seem to 
be able to get a big audience. The en- 
tertainment format violated the basic 
serv ice concept of Betty Crocker. 

None of the Ceneral Mills agencies 
up to now has been able to come up 
with an answer. It may be that a sat- 
isfactorv an>\\er isn't really in the 
cards. One -chool of thought holds 
that Bettv Crocker is not a particular 
individual but an illusion created by 
the reader or radio listener from a few 
cues. Television shows a concrete Bet- 
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ty Crocker who is a particular person 
with her own individual human quali- 
ties. The reality may destroy the illu- 
sion, or at least water it down. 

Some of the dangers of television to 
a carefully nurtured puhlic concept are 
shown by the problem of coordinating 
elements of the visible Betty Crocker 
in various commercials. Each agency 
produces its own television commer- 
cials. This means that there is no per- 
manent staff which looks after make- 
up, costuming and lighting, all of 
which affect the appearance of a per- 
former on television. Two different 
make-up men for example could pro- 
duce Betty Crockers who could be 
mother and daughter— and have. 

For this reason, Bill Doughten 
works closely with Mary Ward of Gen- 
eral Mills Television Commercial Op- 
erations to see that things like hair- 
do's, costumes, make-up, etc., fit the 
Betty Crocker personality — that they 
are standard. If she has to go to Hol- 
lywood, for example, Doughten has to 
send to the coast producer information 
on light, hair-do and make-up. 

Obviously, here is another area 
where agencies have to work together. 
An example was a recent appearance 
on the Robert Q. Lewis Show. A cos- 
tume agreement was reached at a meet- 
ing between BBDO, the client, Ade- 
laide Hawley and D-F-S. 

This co'tume problem can get quite 
tricky, especially because women ex- 
amine very closely clothing worn by 
performers. It has taken time for all 
parties to come to some agreement on 
what costumes are appropriate for 
Betty Crocker. Conclusions are em- 
bodied in a photographic album called 
"The Betty Crocker Wardrobe." 

Once Adelaide Hawley made her tv 
debut as Betty Crocker, it was natural 
that the question would arise whether 
the individual on the screen clashed 
with the composite drawing of the 
women at General Mills kitchens which 
has been gracing magazine and news- 
paper ads for these many years. Al- 
though it is difficult to explain, Gen- 
eral Mills Assistant Director of Tv 
and Radio Programing Margaret 
Kemp told sponsor, the public has 
accepted the tv and print personality 
as one and the same. That is revealed 
by the letters that continue to pour 
into Minneapolis. It is one more in- 
dication of esteem Betty Crocker has 
with American women. * ★ ★ 
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TRADE ADS 

[Continued jrom page 41 ) 

the ads used by CBS and NBC 

The call for imaginative ads was 
not a way of saying that factual ma- 
terial was unimportant. On the con- 
trary, advertising managers and other 
non-media people urged the use of 
facts just as strongly as they cited the 
need for imagination. On this score, 
they stand four-square with time- 
buyers. 

The top air executive of one of 
radio-tv s biggest clients said briskly 
in answering a question about factual 
information: "The best ads say: 'This 
is my coverage territory and I can 
prove it,' or 'This is my share of audi- 
ence or rating and this is the source.' " 

A major drug firm's ad manager 
told SPONSOR: "Here are a couple of 
examples of ads that interest me. 
WKY. Oklahoma City, showed its 
percent of audience compared with 
other stations in the market. WHDH, 
Boston, ran a 12-page presentation on 
listening that was factual and care- 
fully done. I like that." 

Another drug firm ad manager said: 
"I'm like Sgt. Friday. I want the facts, 
just the facts. I don't think stations 



realize just how much both the client 
and agency know about them. We 
know plenty. The agencies know plen- 
ty. I've had an agency background, 
so I know. We can't he sold by a lot 
of glittering generalities." 

The account executive of an insur- 
ance company advertiser said: "I 
think a lot of ads are overly general 
and pointless, The man who buys a 
station wants information, not promo- 
tion. Agency people know a lot about 
stations in a general way. What w : e 
need are specific facts." 

The attitudes about facts expressed 
above would seem to indicate that in- 
stitutional advertising by stations takes 
careful consideration. While certain 
firms, especially those with groups of 
stations, can profit handsomely by 
institutional advertising a la Westing- 
house, many others could spend their 
promotion dollars to greater effect. 
And some of those queried said just 
that. 

The basic feeling was a dislike of 
generalities and a kind of prideful 
insistence by interviewees that facts 
were the only thing that should be 
considered in buying a station. Yet, 
as advertising people, some of the in- 
terviewees said thev recognized that 
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prestige advertising < ould be effective, 
though its cflcct i\ out*'- couldn't be 
measured. Tins attitude was not found 
clustered at any particular joh level. 
Here are the types of jobs represented 
by those who said that institutional 
advertising stopped them I if the ad 
was well done, that is I : account ex- 
ecutives, radio-tv department chief.-, 
fadio-h account executive, advertising 
managers, broadca-t manager for an 
advertiser. 

If the interest in both facts and in- 
stitutional advertising sounds contra- 
dictory, it can possibly he explained 
by the fact that qualitv layouts and 
clever copy are commonly admired 
and an institutional ad that has both 
will be read. 

There are other important cases 
where opinions of non-media people 
and tiniebuyers ran parallel. These 
revolve around coverage map and first- 
in-the-market ads. 

In both cases those interviewed said 
they were interested in such ads. 
but. . . . Let's take the coverage map 
ad first. Here are some quotes: 

From a radio-tv account executive, 
specializing in tv network shows: "I'm 
very interested in coverage maps. But 
most of them are, shall we say, opti- 
mistic? I like to look at them, though. 
They give me mental exercise. I'll 
look at a map and ask myself. 'Now, 
how did they figure that out? It must 
be based on something. Oh, yes, now 
I remember. The station went out and 
checked listening in its area. But they 
didn't specify what the quality of re- 
ception was. Thev may have included 
sets which received the signal with a 
lot of snow. So. I'll have to check the 
media department on that." You see 
what 1 mean about mental exercise?'' 

From an advertising manager oj a 
confectionery firm : "I'm not always 
interested so much in any one station 
but in the relationships of stations. 
That is. to what extent does coverage 
overlap? Sometimes, I get deeply in- 
volved in the fine points of coverage, 
even to the extent of finding out 
whether a station gets into a particu- 
lar neighborhood of an outlying com- 
munity. Now. coverage maps don't 
alwavs give me that information. 

"I'll give another example of the 
coverage map situation. W hen we put 
out a new product not so long ago, 
wc decided to introduce it in four 
markets. We got coverage maps for 
stations in those markets and we 
found, after (becking, not onlv were 



the maps exaggerated hut sometimes 
stations underestimated the strength of 
their signals." 

Result story ads also make inter- 
esting reading for admen. But like 
coverage maps they are taken with a 
grain of salt at times unless there is 
solid documentation. 

From a hard goods company adver- 
tising p.p.: "If there's something to 
be learned about a technique for sell- 
ing, the result story ad can he valu- 
able reading. But we don't get much 
nourishment out of some of these 
vague or scattered results." 

From an account man with a station 
background : "I know how hard it is 
to dig out good result stories. But 
practically every station can come up 
with results and then document thein 
— if it's willing to work at it. The 
promotion man has to turn reporter 
and persuade clients to reveal enough 
details to make good result stories. 

Summed up. result ads are read but 
more facts are wanted. 

The situation with firs1-in-market 
ads is similar. Both agency and client 
have a natural interest in the station 
which is getting the lion's share of the 
audience and business. SPONSOR was 
told in a number of cases that there 
is great interest in how station rank 
in a market changes with new tv sta- 
tions coming on the air. Yet, the tin- 
blinkable fact remains that too often 
readers do not believe what the ads 
say. In most cases, the ad readers 
said they expected a certain amount 
of exaggeration and felt that exagger- 
ation and selling v\ent naturally hand 
in hand. A small minoritv. however, 
took the attitude that exaggeration did 
the station more harm than good. 

In the category of market data ads, 
the situation was as follows: Like 
timebuver?. most ad managers were 
not interested in market data in station 
ads. However the reasons were differ- 
ent. While timebuvers pass by ads 
with market data because it is not of 
direct concern to them in their jobs* 
ad managers often pass them by he- 
cause thev prefer to use their own 
sources and experience. On the non- 
media agency level, men in program- 
ing and production feel as timebuvers 
do about market data. However, most 
of the account executives expressed 
an interest in market data, especiallv 
if it involved something new and up- 
to-date and a minority of the ad man- 
agers interviewed felt the same way as 
the majority of the account executives, 
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One of these ad managers — a man 
in the drug field — said: "We aell well 
in rural areas. A sudden rise in corn 
prices, for example, would interest us 
as evidence of prosperity in certain 
areas. Likewise with an oil boom. 
However, the basic market data 
doesn't have to be pointed out to us. 
We know that stuff very well, indeed." 

Opinions on some other types of 
station ads follow : 

The mail-pull ad: "I'm not inter- 
ested at all. A lot of stations can show 
big mail pull. There's nothing great 
about that." (There was little dis- 
agreement with this comment from 
a radio-rv expert attached to the staff 
of a top air client except that some of 
those interviewed said they would be 
impressed by an unusual amount of 
mail.) 

The list-of -clients ad: "I don't find 
a list of clients effective proof that a 
station can do a job for me. Some- 
times a smart advertiser buys a fourth- 
rate station very cheap in a saturation 
campaign but that doesn't mean he 
considers it the best station in the 
market to reach his prospects. Why 
should I consider it so? Besides, I 
have my own problems and I don't 
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solve them by copying what somebody 
else is doing." (This ad manager's 
comment was in accord with a slim 
majority among both agency and cli- 
ent people. A strong minority declared 
interest in such ads because they liked 
to see what stations other advertisers 
are using. Some among this minority 
also said that such ads always tended 
to have at least a slight "bandwagon" 
effect.) 

The cheesecake ad: "You bet I stop 
and look at an ad with a classy-looking 
dame in it. To tell you the truth, 
though. I usually don't remember the 
name of the station which ran the ad 
unless the same ad or same type of 
ad is run over and over." (A young 
account executive made this comment, 
which found almost unanimous agree- 
ment — among both young and old.) 

The test-market ad: "I'm always in- 
terested in ads by stations which point 
up the value of their market for test- 
ting. The problem. ho\ve\er, is more 
one of finding enough available tv 
time and the right time — since tests 
must be carefully controlled — than of 
finding the right test market." (This 
was an ad manager talking. Comments 
on test market ads varied, but there 
was no great enthusiasm over this kind 
of ad. One ad manager said he usu- 
ally avoids a market which is ex- 
hibited as an example of a widely- 
used test market on the ground that, 
after too much use, a test market loses 
its value.) 

The list-of -special-services ad: "I'm 
stopped by ads which point out that 
the station offers specific merchandis- 
ing backing. This kind of factual in- 
formation in an ad is helpful to me. 
It tells exactly what the station will do 
for me and it's something I can hold 
the station to.'' (Opinions on ads 
about merchandising varied according 
to the job of the person talking and 
the kind of merchandising department 
the advertiser .himself had. Agency 
people in programing and production 
had no interest in merchandising ads. 
Neither did ad managers who have 
their own merchandising setup. But 
a number of people in both the agency 
and client categories had comments 
similar to those of the account execu- 
tive quoted. 

The sales-result ad: "It can be very 
impressive if the complete story is 
told." (Few disagreed with this ac- 
count man's opinions, though many 
felt that the complete story was sel- 
dom told.) * ★ ★ 
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MULTI-MARKET SHOWS 

(Continued from page 43) 

"F.ven the best tv network doesn't 
have the best station in every market," 
points out Michael M. Sillerman, 
sales manager of Television Programs 
of \merioa. "And some of the nets 
have a minimum number of stations 
which \<>u must buy,' be continues. 
'"With spot-placed shows, there's no 
minimum number of stations required. 
For instance. Good 'n' Plenty candy 
bought Ramar of the Jungle in three 
big markets — New York, Philadelphia. 
Los Angeles. Lays Potato Chips 
bought the same show in 23 South- 
eastern markets. Pheifler Brewing Co. 
uses Your Star Show in 10 markets, 
while Clark Gas Co. spots Ellery Queen 
in four Midwestern markets. These are 
just a few examples of regional adver- 
tisers who needed a well-known show 
for competitive selling with national 
brands, but who couldn't possibly have 
used network tv." 

"One of the most unusual multi- 
market buys that I've heard of con- 
cerns Gallo Wine," John Mitchell, v.p. 
in charge of sales for Screen Gems, 
Inc., told SPONSOR. "Gallo buys the 
All Star Theatre in 17 markets from 
coast to coast. They're not the biggest 
markets — in fact, they're small and 
medium-sized markets. I think it's a 
good example of an advertiser getting 
a well-known show in just exactly the 
right markets for a particular sales 
effort." 

3. Commercials are flexible. "Some 
advertisers — especially those with a 
group of products — like to use spot 
film shows so they can insert commer- 
cials custom-made for each market," 
Edward D. Madden, v.p. and general 
manager of MPTv, points out. "One 
example is Best Foods' sponsorship of 



Flash Cordon. Best Foods might run 
a coimnercial on cereal in New York; 
in New England, on shoe polish; in 
the South, oil mayonnaise." 

4. Costs frequently lower. "Lower 
than what?" advertisers ask. Spot tv's 
advocates advance two answer-: One, 
lower than if the same show were 
placed on a network (no cable charges 
with film): two, lower than if a top- 
rated local live show were bought in 
each market (assuming a top-rated lo- 
cal live show was available) . Ronzoni 
in the New York market, for example, 
used to have its own situation comedy 
produced live in New York (via Emil 
Mogul). Now it sponsors Ziv's / Led 
Three Lives because live production 
costs grew too high (see SPONSOR 13 
December, page 44). 

Two syndicators, out of the man) 
who were queried, said they didn't 
think the cost of a spot-placed film 
show w ould necessarily be any cheap- 
er than a network program. But for 
its other advantages they state that 
even if network and spot film cost the 
same, spot is still the better buy be- 
cause of its flexibility. 

5. Station cooperation. "It stands 
to reason that if a station is getting 
better than 70% of its rate card for a 
film show and only about 30% for a 
network show, it will cooperate with 
the film show sponsors," says Fred 
Mahlstedt, director of operations of 
CBS Tv Film Sales. Cooperation ex- 
tends all the way from providing spon- 
sors with good time periods to extra 
merchandising and promotion. 

Edward Codel, tv director of the 
Katz Agency, likes to produce a chart 
that his company made during the 
summer of this year. "Here's a listing 
of some spot program placements and 
the time periods in which they were 



slotted," he says. "Note the good times 
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6. Quality production. Regional ad- 
vertisers have a much tougher time 
competing with national tv advertis- 
ers than they did in the days of radio. 
"It's especially rough on regional 
breweries," says John Newman of Offi- 
cial Films. "With the brewing indus- 
try more competitive than ever be- 
fore, the local and regional boys meet 
the competition not only of their local 
competitors but also of the national 
beers." To produce shows which com- 
pare with the network efforts obvi- 
ously would be far too costly for the 
smaller breweries. "The only answer." 
say syndicated film men like Newman, 
"is to use spot-placed multi-market 
film." 

Other good customers for multi- 
market films are the gasolines, says 
Edgar G. Sisson, director of NBC Tv 
Film Division. "Gasoline distribution 
is a regional business. A number of 
petroleum companies use film. Pure 
Oil Co., for example, bought Badge 
714 in 29 markets. Pure Oil's distri- 
bution is a belt-like area extending all 
the wa\ from Duluth, Minn., to Miami, 
Fla. ; it was within this belt that it 
bought the markets for our Dragnet 
reruns."' 

Phillips Petroleum Co. sponsors / 
Led Three Lives in 40 markets, one of 
the largest gasoline multi-market buys 
in the country. 

"One of our biggest sales of fairly 
recent date was to the Richfield Oil 
Co.." Aaron Beckwith. New York sales 
manager of United Television Pro- 
grams, reported. "Richfield bought 
Mayor of the Town in 31 markets in 
mx West Coast states," he said. "The 
same show was picked up by SperrV 
Milling Co. in about a dozen markets, 
by United Gas Co. in eight markets. 

"Speaking of oil companies, Stand- 
ard Oil of California sponsors Water* 
front in a dozen markets. 

"I believe that with the increasing 
costs of network television, advertisers 
are becoming more and more market 
conscious — much more selective. And 
we're also find ins that many adver* 
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tisers are using the principals of shows 
for their commercials." 

A number of syndicators pointed out 
brewers were among their best cus- 
tomers. Don Kearney, v.p. in charge 
of sales for ABC Film Syndication, 
said that Pearl Brewing Co. of San 
Antonio originally bought four Texas 
markets, has since expanded to six 
outlets. Heileman Brewing sponsors 
Racket Squad in 12 markets, he added. 

"One of the largest film sales on the 
West Coast was sale of our Sport Time 
show to Lucky Lager Brewing Co. of 
San Francisco," Maury Baker of MCA- 
TV's West Coast office said. "Lucky 
Lager bought the program in 39 mar- 
kets for an initial period of 26 weeks. 
Furthermore, option agreements have 
been made for 10 additional sequences 
of 13 each — an over-all period of three 
years," Baker reported. 

Building materials will be advertised 
by the National Gymsum Co. of Buf- 
falo, N. Y., over The Greatest Drama. 
National Gypsum bought the film se- 
ries from the Film Division of General 
Teleradio, Inc. Peter Robeck, gen- 
eral manager of the division, said that 
Gypsum signed for a 26-week period 
and will spot it in 19 markets ranging 
from New York City to Houston, Tex. 

The Gnlld-Vitapix approach: Why 

did Guild Films and Vitapix join 
forces? Guild Films, Inc., which has 
had good success with its Liberace pro- 
gram, among others, found it was hav- 
ing trouble clearing time for that show 
and others in some of its markets. Just 
the reverse was true of Vitapix, a com- 
pany set up originally by 32 tv sta- 
tions (and owned by the stations), j 
The station-owners of Vitapix in gen- 
eral agreed to clear time for shows that ; 
Vitapix could sell to national or re- 
gional advertisers. But sales were 
minimal. Guild and Vitapix decided 
to pool their efforts. 

At SPONSOR'S presstime Guild still 
was negotiating for a New York, Chi- 
cago and Pittsburgh outlet. 

In New York it was reported that 
either WABD or WPIX might end up ! 
as a Vitapix affiliate (each station now 
carries two Guild shows) . Those 
prone to wagering were giving WPIX 
beter odds, although earlier it was 
thought the Du Mont flagship might 
sign for the affiliation. There were re- 
ported rumors that Guild also would 
take over some of Du Mont's produc- 
tion facilities. 

Last week Guild officials met with 
Westinghouse Broadcasting Co. offi- 



cials in Pittsburgh in an effort to sign 
WDTV, Pittsburgh, as a Vitapix sta- 
tion. Two Westinghouse stations 
(WBZ-TV, Boston, and WPTZ, Phila- 
delphia) already are Vitapix members. 

There were two possibilities for Chi- 
cago affiliates: WGN-TV and WLS-TV. 
By presstime no agreements had been 
announced involving the Windy City. 

Under the new G-V arrangement, 
Guild will film new versions of all its 
current film shows, adding new shows 
to its list of productions. The new film 
product will be offered by Guild to 
national spot advertisers. It's expected 



that Guild will require an advertiser to 
buy its films in 40 to 50 markets. In 
these "must-buy" markets, the adver- 
tiser would be assured good time on 
the local stations — but only Vitapix 
stations could be used. Thus, while an 
advertiser could to some extent select 
markets as he liked, and have a good 
choice of time periods in those markets, 
he wouldn't have free choice of stations. 
Guild-Vitapix contends that only the 
strongest or best station in most mar- 
kets is allowed to join the Vitapix set- 
up, so that the advertiser probably 
would have wanted the "must-buy" 
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station an) way. 

How do vou I >u s a Guild -how? 

Mami) Keiner, v. p. in charge of sales 
for C-V, sa)s it'- just about like buying 
a network program. Vou sign one con- 
tract. Vou get a single hilling arrd a 
siirjile proof of performance. I lie job 
of artunlh clearing the time on the 
selected list of stations falls upon 
Vitapixs shoulders; it handles the 
C-V station relations. Vitapix, inci- 
deirtally, works through the member- 
stations representatives, acting on he- 
half of the adverti-er. 

It will take awhile before all Guild's 
shows are available for national ad- 
vertisers. A few new programs— It's 
Fun to Reduce, Connie Haines, liride 
& Groom, Confidential File, Norman 
Vincent I'eale, The Goldbergs, pos-ibly 
one or two others — will be ready for 
national sale between January and 
March of 1955. Most of the other 
programs, however, like Liberace, 
won't he available until about next 
September. 

Guild is one of the first syndieators 
to olTer programs designed for day- 
time viewing; by mid-summer the 
company expects to be able to offer 
five hours of da) time programing 
weekly. Daytime shows are all 15- 
minntes in length. It's going to have 
about 10 hours weekly of nighttime 
programing ready by next Fall. 

Will other syndieators follow Guild 
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a list of stations for 



guaranteed time availabilities? I here"? 
not much evidence that anyone will in 
the near future. Naturally, the other 
syndieators will see how successfully 
the G-V deal works out. 

One syndicator told SPONSOR that 
clearing time isn't as hard as many 
people believe. "W hile it's true that 
all but a half-hour of 'Class A' time is 
in the network-option period in the 
Eastern time zone." he said, "there's 
a full 90 minutes on Class 'A' time free 
for non-network use in the other three 
time zones. And even in the Eastern 
zone," he continued, "some stations 
will gladly tell a network that it doesn't 
want a network show— and throw in a 



diow instead in order to get a 



bigger share of the rate-card." Another 
SMidicalor in saving essentially the 
same thing pointed out that more t\ 
stations coming on the air is resulting 
in making a greater amount of time 
available in former one- and tw o-station 
markets. For this reason, he stated, 
be does not for-ce any move toward 
aquiring a lineup of stations by his 
company. 



YEAR-END REPORT 

[Continued from pupr Ejif&J 

on ABC Rodh« have hern boughl by 
V'lmii id. } J ii( kard and Aero- Mayflow- 
er. Cln^rolei pun:iiu*^d a major cap- 
sule new- package mi CliS Radio in 
the fall. 

• More taiLiralion and onc-thot 
splashes. ARC KadtCJ is seeking lo 
turn Ujh' vacancies in nighttime lineups 
to lis advantage, and is selling the 
idea ot short-term '"domination" nf en- 
tire evening*. NRC Radio, having ^ohi 
a sort of radio "Mem Lacular" Qfl 
Churchill lo AHi^-Chainier*-, plan*, ad- 
ditional s ) r r l-- 1 1 ■ 1 1 ^ . (IRS, Ifadhi airs 
two (lUtistiiaL? shows oji Syliinlays For 
Liggett & Mver*- ami b slepped-up 
lineup fur Lo n g i nes AVi Una Lie r which 
now at leasl our (.'!{> J\adiu show 
each day. Mutual freh- thai ihe hulk 
of iis 1955 revenue s v ill come from 
s horl-lmn and seasonal ralber than 
long-term business, is meanwhile drop- 
pin" nine co-op shims, R.'\a|l recently 
bought a saturation spot drive in NRC 
Radio shows, including lh<? now' Gib 
dersleeye I 5-j ill mils' strip — il>e|f pari 
of a trend— Lo promote iis annual 11 1 * 
Sale" 

• More flexibility. Network..* in 
1955 will offer the extreme of flexi- 
bility. Fewer "must buy" stations, ar- 
rangements for cut-ins or regional net- 
works, stress on "cumulative cfTecl," 
and few requirements for conlrafl 
length are indicated. 

S HOT RAD IO 

Hollar spending: The mrik'alinn* 
are spot radio gross limp sales 
dropped during 1954. This would rep- 
resent the first halt in a growth which 
had been continuous sinCjj 1937 and 
which had continued through the 3 car? 
of tv's biggest expansion. 

Reactions from reps — chief sourct 
of billings information in spol radio 
— varied. Some firms and stations 
have gone up in 1954 but the indica- 
tions were that business as a whnle 
was off. 

At the same time, predictions al- 
ready made by reps and stations to 
McCann-Erickson's Central Research 
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Department, which compiles estimates 
on spot radio billings, were brighter. 
The consensus of these predictions: 
1954 many wind up at just about the 
same level as 1953. or only slightly 
below. 

Rep consensus was also that the 
biggest spot radio spenders last year 
— Procter & Gamble. Colgate, General 
Foods, General Mills, R. J. Reynolds. 
Liggett & Myers, Sterling Drug, White- 
hall — were again on top of the heap 
in 1954. Rank order, however, was 
uncertain. Reps pointed out that sev- 
eral of these firms have trimmed their 
spot radio spending during 1954. often 
shifting to spot or network ty. 

Rate outlook: During 1954 the trend 
toward lowered night rates and in- 
creased daytime rates in spot radio 
continued. Reps now estimate that 
nearly half of the radio stations in the 
U. S. charge the same for nighttime* 
spot slots as for daytime, either 
through direct pricing oil the rate 
card or bigger nighttime discounts. 

The SRA's managing director, Tom 
Flanagan, told SPONSOR that the aver- 
age U. S. radio station, a few seasons 
ago, charged lSO' r of its daytime rate 
for nighttime slots. Now, the ratio has 
chopped to 133% due to the increas- 
ing number of single-rate stations. By 
the end of 1955. Flanagan feels, three 
out of four U. S. radio stations will 
be charging approximately the same 
for day and night time. 

Meanwhile, there's a parallel trend 
to a uniform Jocal and national rate 



picture for spot broadeasting. 
Salon trvuds: As reps and station 
executives see it, these trends will be 
the highlights of spot radio sales de- 
velopment in 1955: 

• More selling based oh "specialized 
audiences." Individually, stations serv- 
ing the musie-and-iiews audience, farm 
audience, Negro and foreign language 
markets and other audience segments 
are sharpening their sales approaches. 
Rep firms like NBC and CBS Radio 
Spot Sales. Edward Petry & Co., Free 
& Peters. Katz and others include in 
their selling tactics pitches based on 
research of specialties ranging from 
the farm market to the motorist audi- 
ence. Stations like WQXR (which has 
gone up to 50 kw. ). New York; 
WFLN, Philadelphia: and KLAC. Los 
Angeles are landing national business 
based on their research of their "good 
music" audience. 

• More "one bill" packages. Major 
stations, particularly in the largest tv 
markets, are expected to step up the 
number of capsuled news packages, 
weekend news and traffic information 
packages and run-of-statioii saturation 
plans. With the John Blair firm's 
NATSAT plan (24 participations per 
week per station on 45 major outlets 
with one bill) having landed a half- 
dozen major advertisers since the fall, 
other rep firms and station groups are 
expected to bring out variations of 
this type of package in 1955. 

• More competitive selling against 
networks. As SPONSOR pointed out in 
several 1954 reports, the line between 



spot and network radio has grown 
quite diffused. Both media are often 
chasing the same advertising dollar. 
\ ou can expect to see sales actually 
get underway early in 1955 in Quality 
Radio Group, which acts as a sort of 
taped "network" of nighttime radio 
shows, loeally produced by group 
members. You'll see more combina- 
tion packages of programs and mer- 
chandising by big stations, and more 
pitches carefully tailored by reps 
(stressing for the most part market 
flexibility and listening differences due 
to variations in local listening tastes) 
aimed directly at network clients. 

• More short-term business. There's 
been a subtle shift in the past few 
seasons, although it was obvious in 

1954 if ) ou looked for it, in the aver- 
age length of spot radio campaigns. 
With advertisers like Maxwell House 
Coffee, the cold remedies, automakers 
and movie producers like M-G-M lead- 
ing the way, the short-term burst or 
"flight" of announcements is now com- 
monplace. The trend is spurred on by 
the fact that there are now over 2,700 
radio outlets in the eountry. To cover 
them all heavily on a long-term basis 
i* too expensive, advertising ageneies 
feel. Therefore, agency thinking for 

1955 is very much along the lines of 
hit-and-run approaches, reaching a 
variety of audiences. Most short-term 
business will be of a saturation nature, 
rut even small accounts seldom sign 
up today for long-term radio drives. 

• More industry and high-level sell- 
ing. BAB (which will become RAB 



EAUTIFUL PICTURES*., that's the 

kind of sales you get when 
you "Spot" Cincinnati with 




THE NEW SOUND IN CINCINNATI 
WITH THE CASH REGISTER RING! 



* Burger Brewery uses WSAI 
exclusively for its Cincinnati 
Redlegs Baseball Broadcasts. 



GORDON BROADCASTING CO., NATIONAL REPRESENTATIVE, WEED 
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TOPEKA'S FAVORITE 
WITH 
BACON N EGGS 

Don't know what yon like with 
your breakfast . . . but around 
Topeka and wealthy Eastern 
Kansas the choice is proved to 
be Bob Richmond and TO- 
PEKA TIMEKEEPER TIME. 
This morning show — 7:20 to 
8:00 — is fdled with top music, 
time and weather. Cash in on 
this market with EOPEKA 
TLMEKEEI'ER I I ME. Sec 
your Weed &: Company repre- 
sentative. 



5000 WATTS 
ABC • TOPEKA, KANS. 

WREN 

Weed & Company 



in 1 935 I and the SRA, as well as some | 
of the tup reps, intend to step up their 
general promotions concerning spot 
radio's flesihilit). At the same time, 
these organizations are reaching high 
into management levels at major ad- 
vertiser- to spell out the story of spot i 
radio to executives who may have 
only a racial knowledge of what the 
medium is and how it works, 
• More co-op campaigns. In the past 
two years, according to information 
compiled by the BAH, the number of 
sponsors who include spot radio (and 
often spot tvl on their list of approved 
co-op media has grown from 150 to 
oxer 100. Most of this co-op money, 
of course, comes to radio through lo- 
cal rather than national spot channels; 
7-1 Ip and Coca-Cola are good exam- 
ples, since bottlers generallv pay local- 
ly. Hut other co-op campaigns, such 
as those of automakers like Plymouth. 
Dodge, and Chevrolet, are partly on 
a local basis and partly through na- 
tional channels. 

TV l>ltO«ltA>ll.\G 

The money and creative efforts put 
behind network tv programing reached 
new heights in 1954. 

While sponsors aired their peren- | 
nial complaints about the high cost of 
tv they nevertheless poured increasing , 
millions into programing, especially f 
at night. To a great extent, the added 
mill ions were warranted by t\'s grow- 
ing audience, but it was also true that 
tv advertisers were caught in the mid- 
dle of a seller's market and the in- 
creasingly fierce competition among 
the networks. 

Highlighting this competition were 
the exertions of NBC to mount the 
throne of video dominance. These 
exertions were spearheaded by Pat 
Weaver's 90 - minute, once - a - month 
spectaculars, whose function was to 
generate interest in color and batter 
at CBS' Saturday, Sundav and Mon- 
day night lineups. CHS. of course, did 
not stand idly by, answered with two 
one-hour "baby spectaculars" of its 
own. in addition to other programing 
efforts. ABC. fighting for a place in 
the sun. added its own contributions 
to the program battle. 

The programing right-of-way given 
the expensive ($300,000 each) spec- 
taculars o\er the every -week shows 
spotlighted another facet of the 1954 
programing picture, namely, the white- 
knuckled grip the tv webs are keeping 
on programing control, especially at 
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San Francisco Bay Area's 
3,000,000 people are 
Foreign Language Speaking! 

They multiply, add, subtract and 
divide; THEY THINK! THEY BUY! 
in their own language! Sell them 
with KIOK, the station that reaches 
them all. KLOK's specialized pro- 
gramming guarantees your message 
attention-getting IMPACT! 

SACRAMENTO 
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SOUTH JERSEY 
SHORE MARKET 

Delivers the Largest 
Radio Audience in the 
Atlantic City-County Area* 



• 195-* Survey by 
Advertest Research 
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NBC and CBS. 

Further evidence of this was the 
firm determination to bump all shows 
which did not meet the networks' 
standards for acceptable audience rat- 
ings. This aroused sponsor fears that 
the franchise concept might be thrown 
out of the window. 

A case in point was the ousting of 
the perennial Voice of Firestone from 
its Monday night slot on NBC. Unable 
to find another acceptable slot on 
NBC, Firestone moved over to ABC 
TV. 

Here are some highlights of new 
1954 nighttime network tv programing: 

Two newcomers who were immedi- 
ate hits on tv were Disneyland, ABC 
TV, Wednesdays 7:30-8:30 p.m. and 
The George Gobel Show, NBC-TV, 
Saturdays 10:00-10:30 p.m. Disney- 
land, sponsored by American Motors, 
Derby Foods and American Dairy, 
costs $68,000 a week for production 
alone. However, this show has a No- 
vember Nielsen rating of 41.0, against 
such veteran shows as Coke Time, 
NBC TV, Perry ComO, CBS TV and 
the first half of Godfrey & Friends, 
CBS TV. 

George Gobel is sponsored by Ar- 
mour & Co. and Pet Milk, at a weekly 
talent-only cost of $25,000 This show 
is remarkable for the sudden success 
of its previously unknown star. With 
a November Nielsen of 32.8, the Gobel 
show was too strong a competitor for 
a new show on CBS TV. That's My 
Boy, sponsored by Chrysler at $26,500 
weekly. 

A new serious and heavily docu- 
mented drama, Medic, NBC TV, Mon- 
days 9:00-9:30 p.m., lured viewers 
from long-time favorite / Love Lucy 
on CBS TV. This show had a Novem- 
ber Nielsen of 32.1 against Lucy's 
50.3. However, the latest Trendex list 
of top 10 shows in 10 major cities 
showed Lucy in Number 6 place. 

Of the 50 or more new nighttime 
shows introduced on tv networks in 
1954, situation comedies had the great- 
est number of casualties. Two CBS 
TV packages, That's My Boy and 
Honestly, Celeste, were replaced with- 
in a few months of their debut. After 
dropping the Celeste Holm comedy on 
5 December, Y&R bought four half- 
hour films from MCA TV to fill the 
Sunday night time slot for Bristol- 
Myers, sponsors of the $26,000 weekly 
Honestly, Celeste show. The CBS 
comedy had an uphill fight against the 
second half of NBC TV's high-rated 



Philco Playhouse. 

A new film situation comedy on 
CBS TV that's been heading for trou- 
ble is W illy, starring June Havoc. 
Saturday night show had a 12.7 Niel- 
sen in November, against 32.5 for 
NBC TV's Hit Parade. General Mills 
sponsors Willy. 

Another new show that never got 
far off the ground was h's a Great 
Life, NBC TV, Tuesdays 10:30-11:00 
p.m. A situation comedy, staring 
Jimmy Dunn, this show cost $30,000 
a week in production. The Plymouth 
Division of Chrysler who'd sponsored 
the program gave it up in December. 
Its last Nielsen rating was 16.3. 

Sid Caesar and Imogene Coca 
started their first season apart. Of the 
two, Caesar fared better with his Mon- 
day 8:00-9:00 p.m. show, sponsored 
by American Chicle, RCA and Speidel. 
Caesar's Hour did whittle down God- 
frey's following, with a 36.1 Nielsen 
rating in November against Godfrey's 
Talent Scouts' 31.3 on CBS TV. How- 
ever, the Caesar show talent costs are 
roughly $90,000 a week. 

Imogene Coca's Saturday night show 
has been doing poorly against CBS 
TV's high-rated Two for the Money, 



despite revampings in the writing and 
formal of this $38,000 a week package. 

COLOR TV 

Color television's audience was con- 
fined to a handful of homes during 
1954 and the outlook for 1955 is not 
much better. Predictions for color set 
production this year had ranged from 
50,000 to 300,000 but actual produc- 
tion has been well below even the most 
conservative figure. The Radio-Elec- 
tronics-Television Manufacturers Assn. 
reported only 17,445 color receivers 
produced during the first 10 months 
of 1954 and found no acceleration in 
the rate of production. 

There have been a number of pre- 
dictions that set production will total 
300,000 in 1955 but some manufac- 
turing sources say privately they con- 
sider this figure overly optimistic. 

Reasons cited for lack of consumer 
interest in color are: First, and most 
important, the high price of initial 
models which has ranged from about 
$900 to $1,200. Second, the small- 
size screen of the first color sets, which 
didn't go over with consumers used to 
larger sizes. Third, insufficient color 
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waiting to HEAR from you . . . 

118,560 families weekly! 
92,070 families daily! 
59,090 car radio families! 

• WDBJ's share of the tuned-in Roanoke audience 
averages 51 to 59%! 

• 25% of Virginia's total retail sales are made in 
the WDBJ area! 



WDBJ 



Established 1924 • CBS Since 1929 
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That Your business. Buying radio lime is 
on* thing — Getting results is another. 
WJPS maintains a> planned Merchandis- 
ing Service that guarantees RESULT!, 
WJPS has a plan to fit any pocketbook. 

Our Merchandising and Promotion De- 
partment won 2nd PLACE in THE BILL- 
BOARD competition this year — How 
good can you get? 

Let us prove our worth to you. 

Kob*rl J. Mcintosh, G«n«ral Manager 

itrtfSfNTio tr 
Th« Gwwg* t, Holllngbvry Company 



tTb^L "A RADIO IN EVERY ROOM" 

Evansville, Indiana 



MEMO FROM 

DEE RIVERS — 

ro : y^// time-buyers 

GEORGIA'S 
WEAS 

and its new 

50,000 

Weslinglion.se transmitter 
on its same old frequency 

1010 

should be included 
in your Fall Budget. 

COVERAGE + PRICE 

makes it Georgia's 
BEST 50,000 WATT BUY 



CALL STARS NATIONAL 

IN 

NEW YORK — CHICAGO 
DETROIT — LOS ANGELES 
SAN FRANCISCO 



programing. Hit* latter reason pre- 
sents to the networks the elements of 
a dilemma with consumers waiting for 
programing and programing waiting 
for consumers. 

W hile it has heen pointed out that 
the log-jam could he broken by engi- 
neers substantially reducing the com- 
plicated circuitry of color receivers 
and thus reducing the price, there is 
no evidence that an\ sudden solution 
is in the wind. ibis was made clear by 
11CA some weeks back when it began 
commercial production of its new 21- 
inch color set. RCA stated that it 
would take time to solve the technical 
problems of simplifying the color vid- 
eo chassis. 1 he new RCA receiver 
will be available to consumers in Jan- 
uary for $895. 

Meanwhile, the broadcasting indus- 
try has been busy converting it- facili- 
ties to broadcast color, sponsor's sec- 
ond postcard survey of station c olor 
facilities this year show a substantial 
increase in the number of stations now 
equipped to telecast network color. 
The survey, which took place early this 
month, disclosed that 53.5 r J of the 
stations answering are able to telecast 
network color now. This compares 
with in the first survey, held in 

June and published in the 1954 Fall 
Fac ts issue (12 July I . 

The latest survey elicited 170 re- 
sponses from among the 400-odd vid- 
eo outlets on the air. Of these. 36 an- 
swers came from uhf stations with 14 
now equipped for network color and 
another nine planning to add this 
equipment in 1955. 

Of the 170, only seven bad full col- 
or equipment, including camera chains 
for live shows but more than 50 said 
they would add film and slide equip- 
ment in 1955. (Actual number of sta- 
tions with local color is higher, how- 
ever. ) The additional costs to spon- 
sors for local color ranged from 10 
to 15' i, although some stations had 
no policy on increased prices. 

On a network basis, sponsors will 
be able to reach between 80 and 100 
markets with color by 1 January. For 
example. NBC now has 93 affiliates 
equipped for network color. Du Mont 
ha- 80. AT&T reports that by 1 Jan- 
uary it will have 108 c ities equipped 
for network color. 

TVH N.VH 

The radio and television industn 
will go into 1955 with more aggressive 
promotion behind it than ever before. 



The first da) of the new year will 
mark two milestones: (1) video's first 
promotion outfit — the Television Bu- 
reau of Advertising (TvB) — will start 
wperations and 1 2) radio's own pro- 
motion group, hitherto known a* the 
Broadcast Advertising Bureau, be- 
comes the Radio Adwrtising Bureau. 

While 1 Januar\ is the official start-* 
ing date for TvB, the new all-industry 
group has already started turning its 
promotion wheels, reports it was in- 
strumental in convincing a West Coast 
bank to invest in a \ ear's tv campaign. 
In addition, the group has already set 
up the mechanics for a study of the 
sudsless detergent field and procedures 
for documenting tv's ability to sell 
insurance. 

TvB is deepl) involved., of course, 
in a membership drive. It would like 
to bring in enough stations for a 
million-dollar budget and it has been 
announced that TvB ^'lias already 
reached 10' '< of its proposed mini- 
muni budget for 1955.'' 

Oliver Treyz. former director of 



TRIED by a 
10 MAN JURY 




Yes, 10 of the current accounts 
on Bob Trebor's "DAY- 
BREAKER" Show have been 
sponsors for 3 or more years. 
Several for AVi years on this 
5-year-old show. 

The verdict of this 10-man 
jury is justified! From morning 
to night WVET gets results 
in the Metropolitan Rochester- 
Western New York Market, 
3rd largest in America's first 
State. 

5000 WATTS 




IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOILING COMPANY 
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WANT TO SELL 
CANADA? 

One radio station 
covers 40% of 
Canada's retail 
sales ^ 



ABC Radio, is president of TvH and 
Norman Cash, eastern sales manager 
for ABC, was recently named director 
of station relations. It is understood 
that Cash, who has a strong sales hack- 
ground, may become active later on 
in selling tv to advertisers. 

RAB starts off 1955 with the biggest 
budget ever. $720,000, with the expec- 
tation that this will he increased by 
the time the middle of the year rolls 
around. New members signed up in 
1954 came to 159, making the total 
membership 835. The faster pace blue- 
printed for RAB in 1955 includes 
tripling the number of sales clinics for 
stations and nearly tripling the num- 
ber of sales committee presentations. 
These are RAB presentations to local 
or regional advertisers chosen by a 
sales committee of RAB stations in a 
market. There were 24 cities visited 
in 1954, while 68 are scheduled for 
1955. 

The RAB board has approved the 
spending of $50,000 for major pro- 
motional research. This past year 
RAB contributed, along with the four 
radio networks to the ARF-Politz 
radio-tv set count project. 



ROUND-UP 

{Continued from page 69) 

Oyer a period of time it could well 
have an effect on basic thinking on 
the use of spot radio." 

* * * 

Promotion gimmick being used cur- 
rently by a number of tv and radio 
stations is a small sponge. It looks 
like a business card, but when im- 
mersed in water expands to more than 
12 times its size and can be used as a 
household sponge. Stations use slo- 
gans like "watch your sales grow when 
you use WZZZ" on the sponges. The 
sponges, called "Magic Cellulose," are 
made by Ever-Lite Co., New York. 

* * # 

The 1955 Radio Advertising Bureau 
clinics "will be brought to the sta- 
tions rather than the stations to the 
clinics," says Kevin B. Sweeney, RAB 
president. Sweeney said there'll be an 
almost threefold increase in clinics for 
management and salesmen over the 
1954 schedule — 102 next year com- 
pared with 37 held this year. To build 
attendance further, said Sweeney, the 
clinics will be spread over a 10-month 
period, skipping only July and De- 



cember, avoiding the summer vaca- 
tion problem. Sweeney said that by 
scheduling as many as five separate 
meetings in a single state instead of 
only one or two, RAB expects to save I 
thousands of hours of time for radio 
salesmen and about $50,000 annually 
in traveling expenses. 

* * * 

At its recent convention, the Na- 
tional Association of Television and 
Radio Farm Directors elected Frank 
Atwood, WT1C, Hartford, farm direc- 
tor, president. John McDonald of 
WSM. Nashville, was elected vice pres- 
ident; Jack Timmons, KWKH, Shreve- 
port. secretary-treasurer, Herb Plam- 
beck, WHO, Des Moines, historian. 
Atwood succeeds Jack Jackson of 
KCMO, Kansas City, as president. 

* * * 

Formation of the East Texas Net- 
work, a regional network of 12 radio i 
stations, has been announced by Joe ! 
B. Foster, who is president of the new 
venture, and Hil F. Best, radio station 
representative. Foster said the sta- 
tions cover 41 counties and a popula- 
tion of more than one million people. 
There are only 28,405 tv sets in the ' 
area, according to Foster. He said 
ETN's main sales office is located in 
Center, Tex., with regional offices in ! 
Dallas and Houston. ETN's national 
representative is Hil F. Best Co. 

* * -» 

i 

A Distinguished Achievement Award 
for special events coverage was pre- 
sented to WJAR-TV, Providence, R. 
I., by the Radio-Television News Di- 
rectors Association. RTNDA spon- 
sored the award in cooperation with 
McGill School of Journalism, North- 
western University. WJAR-TV won 
the award for its tv news reporting of 
Hurricane Carol and its hour-long 

film of the storm. 

* * # 

Seven new musical programs total- 
ing almost 12 hours of programing per 
week are being made available to 
World Broadcasting System subscrib- 
ers on 1 January. Pierre Weis. gen- 
eral manager of World, said the pro- 
grams constitute "the biggest single 
package of programs distributed in the 
20 year history of the company." The 
program series, saj s Weis. gives sta- 
tions an opportunity to sell a total of 
111 one-minute announcements per 
week plus sponsor identifications at 
the beginning and end of each pro- 

o ra rti *Ar ^ *Ar 



CFRB 

TORONTO 

50,000 WATTS, WW K.C. 

CFRB covers over 1/5 the homes in 
Canada, covers the market area that 
accounts for 40% of the retail sales. 
That makes CFRB your No. 1 buy in 
Canada's No. 1 market. 



REPRESENTATIVES 
United Stales: Adam J. Yaung Jr., Incorporated 
Canada: All-Canada Radio Facilities, Limited 
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RESOLVED! 

Resolution for smart time 
buyers lor 1955. To buy those 
stations that guarantee local cov- 
erage lor national sponsors. 

In Philadelphia, WPEN is first 
in local programming-all day long. 

Make it a happy and profit- 
able New Year. Get the WPEN story. 

The Station of Personalities 

wpen 

PHILADELPHIA 

RtpratnhJ nalmnalh by G'U Ptrna, Inc. 




11 MWfff 



O Q 



New York 
Chicago 



Loj Angeles 
Son FfOncijco 




SHE'S THE 



DOMINATING TYPE 

Big Aggie, alter ego of W'NAX, 570 on 
the dial, dominates the big, prosperous 
upper Missouri Valley. A valley filled 
with 670,000 families in parts of Min- 
nesota, North Dakota, South Dakota. 
Nebraska and Iowa . . . almost tin 
touched bv other media. 




WNAX-570 



Yankton — Siou« City 



A Cowles Station 
Represented by the Kah Agency 




H'iiiiuiii .S". I'aloy. chairman of CBS, Inc., 
made economic news when he received the Gold 
Medal Award from the National Planning Associa- 
tion. In a speech after receiving the award, Paley 
predicted that the national output would reach an 
annual figure of $566 million by 1975, measured in 
1950 dollars. "As of today," he said, "it would be 
reasonable to project the gross output that can 
be reached in 1975 on the same basis as a whopping 
S700 billion." He noted that the $134 million 
difference is more than the 1935 total gross output. 



Fred J*. iJ/«iit*!u»c». HBDO's executive v.p. 
and treasurer, is the newly elected chairman of the 
tripartite board of directors of the Advertising 
Research Foundation. J. Ward Maurer, advertising 
director of the K'ildroot Co., was elected vice 
chairman and Edward P. Seymour, v.p. of the 
Crowell-Collier Publishing Co., was re-elected 
treasurer. Edgar Kobak will continue to serve as 
ARF president and Marion Harper Jr., president of 
McCann-Erickson, as immediate past chairman, will 
continue to serve as a director of the foundation. 



.11 a rum Harper Jr.. made news when he 
announced that McCann-Erickson, of which he is 
president, will absorb Marschalk & Pratt Co. Harper 
said M&P will remain intact, however, and will 
become a division of Mc-E. M&P has specialized in 
industrial and business advertising, will bring to 
Mc-E its specialized knowledge. In turn, M&P will 
benefit from Mc-ETs central radio-tv and research 
departments. M&P has billings of around $7 mil- 
lion; McCann-Erickson had about $125 million in 
billings last year (in 1945 it had $10 million). 



David M. Baltimore is general manager of 
the world's first one-million watt television station, 
W BRE-TY, ITUkes Barre, Pa. The high-powered 
uhf outlet began operating with maximum power 
allowed by FCC in 12 December with RCA equip- 
ment. The station had been operating with 225 kw 
since it went on the air 1 January 1953. The outlet 
welcomed 1954 as one of the first 22 stations to 
televise .\BC-RCA compatible color. Station is 
.\BC "basic" Baltimore savs WBRE-TV 
covers two million people in 20 counties. 
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Horizontal wedge wipe 



• Rectangular insert and wipe 



• Controllable corner insert 
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WCiy S to present your "commercial 




w— with RCA's new Special Effects Equipment— you can 

ave these 12 attention-getting effects right at your fingertips. 
You push the button for the effect you want. You swing the 
"control stick" (rotatable 360°) and put the selected effect in the 
picture wherever you want it. It's simple, inexpensive — requires 
no complicated equipment or extra cameras. 

RCA's Special Effects Equipment consists of just two separate 
units; (l) a TG-15A control panel (shown left) and generator, 
(2) and a TA-15A amplifier. The Special Effects Panel can be 
inserted in any RCA Console housing. The other units can be 
mounted in your video racks. Installation couldn't be easier. 

For quick delivery, order your RCA Special Effects 
Equipment direct from your RCA Broadcast Sales 
Representative. 



^ RCA Special Effects Control Panel — with 12 push- 
button selection and 360° rotatable stick control. 
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Changing media sane 
I lie tremendous change that 



lias 



taken place in media buying is re- 
flected in si'o.\sok*s 13 December 1954 
lifting of the Top 20 air agencies 
I page Hit. Where once major agen- 
cies were mainly set up to turn out 
printed ad\ertising. today you see the 
air media acquiring equal hilling im- 
portance with print. 

Among the top air 20 agencies, for 
example, nine bill 50' < or more in air 
media. An additional four shops are 
40' i or stronger in radio-tv billings. 

It's apparent that among most of the 
largest agencies air media have won 
o\er hurdles imposed by the genera- 
tion of agency people which had 
grown up on print and never did 
learn to understand air advertising. 
Yet among many medium-sized agen- 
cies, from our observations, a job of 
education remains to be done. There 



are .-till shops which simply don't want 
to learn or fear to learn how to handle 
radio or tv campaigns. I And in all 
agencies there's the tendency to be- 
come enthused with tv, with radio left 
to struggle for attention.) 

Some of the agencies with consider- 
able air hillings up till recently were 
known for their identification with 
printed media. \. \V. Ayer comes to 
mind. Iiaving reached $18 million in 
air billings this year. Air media are 
still small percentage-wise to Aver 
with its total billings of S<57 million 
(21'< I. Hut it's nonetheless the na- 
tion's 15tb-ranking air agency. 

How quickly air media billings can 
jump is reflected in the growth of 
some of the leaders. RRDO went up 
$9.5 millions from 1953 to 195 1. Vet 
this wasn't enough for it to remain 
number one among the top 20. Y&ll 
went up $16 millions to become top 
air agency in the United States f with 
$61 millions in air media to BBDOs 
$59 million). 

KITE turns down business 

We like a letter sent out recently by 
KI TE. San Antonio. This is what the 
station said in explaining why it might 
not be able to accept ail the bu-iness 
offered to it before Christmas. 

'it would be easy for KITE to dou- 
ble its business in November and De- 
cember . . . all we would have to do 
would be double-spot announcements, 
run competitive accounts back to back. 

"If we have to turn down a request 
of vours between now and Christmas, 



lemember las Dad used to say), it 
hurts us more than it does you.' But 
we assume that one reason you like 
KITE is the same one that makes 
listeners like KITE. We sell one thing 
at a time. 

"We appreciate your business and 
will not clutter up your announcements 
by running two, three, or four to- 
gether. Our listeners are more mind- 
ful of your msesage when it is de- 
livered the KITE-way. They believe 
and buv what thev hear on KITE." 



Farm air opportunities 

Farm radio and tv aren't being used 
adequately by both consumer and agri- 
cultural product advertisers. Many a 
client who could gain in farm areas 
by becoming identified with the spe- 
cialized appeal of farm programing 
has yet to try this approach. 

It s the usual story of fixed habit 
and failure to experiment. The big 
change could come about if some of 
the New York agencies showed the 
way. (And behind the scenes some 
are working to develop farm air cam- 
paign?.) 

The advertisers already using farm 
air know the riches to be gained 
through the persuasion power of ra- 
dio and tv farm directors. As KCMO- 
KCMO-TYs Jack Jackson, president 
of the farm directors' association 
iNATRD). explained it recently: "not 
a single major farm advertiser has 
reduced his radio and tv budget dun 
ing the past year." 



Applause 



The standard raisers 

David Ogilvy. president of Ogiky. 
Benson & Mather, recently advocated 
some steps to rai>e the standards of 
advertising. Ogilvy feels a I Diversity 
of Advertising might create a higher 
level of values and performance 
throughout advertising. 

It s one of those dream-schemes, of 
course, hut what's important is that 
advertising today has so main men 
who are willing to dream and work in 
behalf of high professional standards. 



Men like David Ogilvy, Fax Cone, 
Earle Ludgin. Charles Brower (all of 
whom have spoken out this year on 
the subject of good standards) repre- 
sent the advertising profession's well 
modulated majority. But in advertis- 
ing, whose function is to be noticed, 
c\en a small minority can do great 
damage. 

It's a particularly difficult problem 
in television because it is the medium 
whose effects for good or bad are 
least escapable. We presume that high 



up on the list of courses at Ogilvy "s 
advertising university would be Good 
Taste in Tv Commercials 1 and Be- 
lie\ ability 2. 

Until the day when graduates of 
Advertising U. take over, the direct 
brunt of maintaining tv's standards 
falls on the Television Code. The code 
and the support it receives from a ma- 
jority of stations is a further indica- 
tion of the sense of responsibility to 
be found in the advertising and me- 
dia common itv. 
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SPONSOR 



all it takes 

is the right 
catalyst . . . 



j catalyst, you'll recall, is an agent that brings 
bout a change in other things — yet remains 
s-good-as-new itself. 

This is a rather accurate definition of what 
VSAZ-TV has been doing so admirably for the 
ales of so many products here in our big Ohio 
tiver Valley market. Their manufacturers have 
jarned how effective an advertising catalyst 
^e are — pervasive and persuasive in almost 
alf a million television homes across 
ive states ! 

Here is an area where sales-making can be 
highly productive effort. Nowhere in the 
ation will you find such a vast profusion 
f factories, plants, shops, mills, and 
/orks — running at prosperous full-throttle — 
s in this industrial heart of America, 
'hanks largely to their activity (and re- 
ultant payrolls) , an economic pressure of 
early four billion dollars' buying power 
rill pile up this year. 

Converting a bigger share of this into 
•rore sales for yourself is easy when you 
p3l upon the catalytic power of the 
ttsly single medium covering our whole 
16-county beehive. How easy (and at 
^hat reasonable 
pst) is a formula 
waiting your 
kspection at 
ny Katz office. 



Nitrogen Division, Allied 
Chemical & Dye Corporation, at 
South Point, Ohio, is another 
of the prominent industries 
in WSAZ-TV's area. 
Employ in g a pproxima tely 
1,200 people, it has a yearly 
payroll over .f/,,500,000, with 
additional millions spent 
locally for materials, taxes, 
transportation, etc. The 
plant is one of the country's 
leading producers of 
nitrogen products and basic 
industrial chemicals. 



f 

Huntington* 
Charleston, I 
West Virginia »- 

CI1AXXEL 3 \^ 
100,000 icatts ERP |^ 
KMC BASIC XETWORK 
affiliated ABC & Du Mont 




WSAZ 



TELEVISION 

also affiliated, with Radio Stations WSAZ, 

Huntington WGKV, Charleston 
Lawrence H. Rogers, Vice President and 
General Manager, WSAZ, Inc. 
represented nationally by The Katz Agency 
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KMBC *t Ka nsas City serves 83 cour 
in western Missouri and eastern Kar 
Four counties (Jackson and Cla) 
Missouri, Johnson and Wyandotte 
Kansas) "comprise the greater Ka 
City metropolitan trading area, rat 
,15th nationally in retail sales! 

KFRM fan theStateof Kansas, isabc 
to KMBC, puts your selling message 
the high-income homes of Kansas, 
richest agricultural state. 



in a BLUE CHIP market . . . 



PROGRAMS THE 

HEART OF AMERICA 
LISTENS FOR: 
RHYMALINE TIME 

with Dovid Andrews and the KMBC 
Tune Chosers. 

THE HAPPY HOME,„. fc 

with Beo Johnson ond Guests. 

FARM SERVICE PROGRAMS 

three times doily, Mondoy through Sotu 
Livestock, groin, produce morkets, music, 
weother ond- form feotures originating 
the KMBC Service Forms. 

DINNER BELL ROUNDUP 

news, music, comedy, morket reports ot 
— with the Texos Rongers ond Jed Stc 

WESTERN ECHOES 

with the KMBC Texos Rorfg.e*rsl 

SPORTS QUIZ 

with the Experts, Som Molen ond guest' 

BRUSH CREEK FOLLIES 

fomed voriety show Country ond We 

RHYTHM AND BLUES 

Soturdoy night dpneing porfy disc jocl 
by B. B. Dilson. 

LOCAL News, Weother, Sports, Public S» 
Interviews ond Discussion Programs. 

PIUS 

BASIC CBS Radio NETWORK FEATURt 



the KMBC- KFRM radio 

1 st in the Heart of America! I 

Deal yourself into the big winnings by going on the Team! KMBC-KFRM 
stakes you to solid prestige, proved performers and pulling power — 
plus popularity that has been WON and HELD! 

Your message will reach more listeners in the "blue chip" markets of populous 
Greater Kansas City and prosperous Kansas, via programming that is timed and 
tuned to the heartbeat of this area. Local-flavor news, entertainment and 
information (part of the Team's vigorous "live" programming) balance the tops 
in CBS network programs, to appeal directly to every interest level! 

You are playing only the safe bets when you buy on the Team, 
See your Free and Peters Colonel for choice availabilities! 




PERSONALITIES THE 
HEART OF AMERICA LISTENS 




— 

Free & Peters, inc 

Lalmitt Kjttcnjl Rtprtitnljlitti 



DON DAVIS, Vice President 

JOHN SCHILLING, Vice President and General Manager 
GEORGE HIGGINS, Vice President and Sates Manager 



Basic 
CBS Radio I 




the K M B C - K FR M radio TE AM 

1st in the Heart of America! 



Cloude Dorsey, News Director, ond the ll 
Newsbureou Stoff: Bill Griffith, Rev. M 
Lionel Schwo,n, Neol Johnson, John Thornll 
Jim Burke. 

Phil Evons, Director of KMBC Service f 
ond oreo-fomous form experts Bob Rile, 1 
Jim Leo t hers. 

Som Molen, Sports Dfrectori 

Merle Hormon, Assistont Sports Director. 

Beo Johnson, Women's Editor, winr 
McColl Mogozine's GOLDEN MIKE owor 
other broodcosting honors". 

Plus these long-fomous musicol groups: 
Texos Rongers, The Brush Creek Gone 
Tune Chosecs. 

PLUS 

CBS feotures: Amos 'n Andy, Gene 
Jock Benny, Edgor Bergen, Perry • 
Bing Crosby, Xovier Cugot, Golen I 
Doug Edwords, Tennessee Ernie, Gongb 
Arthur Godfrey, Guiding Light, Gunsn 
Robert Q. Lewis, Lorry LeSeur, Perry A 
Mo Perkins, Ed Murrow, Mr. & Mrs. I 
Mr. Keen, Our Miss Brooks, New York 
hormonic, Lowell Thomos, Bob Trout t 
host of other high-roted rodio fovorites-.j 



. and for Television, it's KMB 
Kansas City's Most Powerful 
Television Station 



